DECEMBER 1953 











You can feel why... 


this crown means 
fewer scratched decorations 


A rough burr on the underside of a crown 
vives decorations a real beating. It scratches 
and mars them in transit and in the hopper, 
hurting the crown’s looks and creating 
plenty of objectionable dust. 

But you can sharply reduce that kind of 
damage with Armstrong's Hi-Speed Crowns. 


Pick one up and feel its smooth underside. 


Armstrong’s Hi-Speed Crowns 


Western Representative 
JOHN MULHERN CO. 
San Francisco 24, los 
Angeles 23, Seattle 9 





Because of the way these crowns are made, 
there just isn't any burr there! 

That means better looking crowns, less 
dust, faster feeding. Try them on your own 
lines. We'll gladly help set up a test run. 
Call any Armstrong office or write Arm- 
strong Cork Company, Glass and Closure 


Div.. 5512 Coral Street, Lancaster, Penna. 








Aout this Tesue 





| VU ARIETY of subject matter is again a fea- 


ture of this issue, after the heavy concentration 
of national convention materiai which appeared 
last month. In addition to reports on State con- 
ventions in the South and mid-West, there is, 
for instance, the first in a series of articles on 
the all-important, ever-present problem of how 
to pay your. business taxes. The government 
wants money, of course, but it’s your responsi- 
bility to pay as little as possible, legitimately. 
The timely tax topics (that’s the heading) dis- 
cussed in this issue and subsequent articles will 
help you save money by clarification of in- 
volved tax situations. 

Our Price Map and listing of wholesale 
prices by States is very much a matter of trade 
interest, although actual-price changes in the 
country are infrequent these days. However, 
the grapevine reports that many will take place 
within the next three months. . . . Price is tied 
to cost like suspenders to pants, and in a story 
of his experiences, a Coke bottler tells in this 
issue how he saved many man-hours by pallet- 
izing his plant and warehouse operations. 
There's another story which can be coupled 
with this; another bottler’s experience in rais- 
ing his prices, single-handedly in his territory. 


The results? We'll just tell you that it was un- 


reservedly successful—read what he has to say 
for the full story. 


It has been many years since the president 
of the industry’s largest franchise company 
made a convention speech. Such an address was 
made last month by Coke’s president, H. B. 
Nicholson, at the national convention. It pres- 
ents many interesting viewpoints, and in order 
to give it the industry-wide audience it de- 
serves, we publish it in full in this issue. 


Another talk made at the same place, by a 
well-informed, keenly analytical observer of our 
industry for many years, also gets the full treat- 
ment, chiefly because of the startling forecasts 
it contains. With divergent approaches, both 
men visualize great progress ahead for the in- 
dustry in the next few years. This is good read- 
ing, and food for thought. 

A deep look into the composition, use, and 
physiological effects of the new artificial sweet- 
ener being used in dietetic beverages, an article 
on the reduction of absentee time and many 
other “bread-and-butter” items make up this 
last issue of 1953. We hope it gives you pleas- 
ant year-end reading! 
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MISSOURI BOTTLERS URGED TO KEEP 
"OPEN" MIND ON CURRENT DEVELOPMENTS 


One fact bottlers should always bear in mind is 
that “the American housewife can make or break a 
business,” Paul M. Mayer, manager of the No-Cal 
Franchise Division, Kirsch Beverages, New York, 
told the 47th annual convention of the Missouri Bot- 
lers of Carbonated Beverages. Products and proc- 
esses, therefore, must be tailored to. suit the con- 


sumer’s needs, he continued. 


Mr. Mayer cited the development of low-calorie 
beverages as an example. The demand for them is 
very real and solid, he said, even though the extent 
of public acceptance is still surprising even to ex- 
perts. To illustrate, he said that Kirsch Beverage’s 
No-Cal was first produced for hospital and similar 
uses in quantities as small as 3,000 cases a month. 
In only two years, demand for it had grown to 
such an extent that Kirsch is presently launching a 
$1,000,000 advertising campaign stressing No-Cal 


alone. 


In blunt language, Mr. Mayer said that, once a 
demand for a specific product has been created, itis 
“stupid” not to deliver what the consumer wants. 
But, he emphasized, addition of non-sugar products 
will not necessarily hurt the sugar-bearing products, 
either in sales or public acceptance. Intelligent and 
imaginative consumer relations will help the sales of 
both, he added. 

Objective analysis of the bottling industry’s prob- 
lems, Mr. Mayer continued, is the only means by 
which progress can be assured. He urged the bottlers 
to ask themselves “What are you doing? How are 
you doing it? Is your way the best way?” and to 


keep open minds so that changes could be adopted. 





He used the question of one-way vs. two-way bottles 
as an illustration. Housewives, he said, dislike hav 
ing to return empty bottles, with the result that 
some 37 million discarded and unreturned bottles 
represent a capital loss to the industry. 

In another address, T. H. Stanley, vice-president 
of the Nehi Corporation in Columbus, Georgia, 


‘ 


listed five “sore points” which, he said, bottlers all 
over the country had told him they considered the 
industry’s most serious problems. The five points 
are; 
1) low profits; 
2) insufficient capital devoted to sales organiza- 
tions; 
3) reduction in consumer advertising and mer- 
chandising ; 
1) price confusion among dealers and consumers; 
5) conflicting sales appeals in consumer advertis- 
ing, especially on the points of low-calorie 
“slenderizing” beverages and re-use of bottles. 
These five have created a great deal of confusion 
in the consumer’s mind, Mr. Stanley said, and have 
helped materially to slow down the growth of the 
industry. Before the war, he commented, the per 
capita consumption of soft drinks increased at a rate 
approximately three times that of the increase in 
national income. But since the war, per capita con- 
sumption has lagged behind the national income. 
One result, he added, is that 370 bottling plants 
closed down between January and August of 195% 
To correct these faults, Mr. Stanley suggested 


three courses of action. The first would be a rise in 





(Continued on Page 80) 





West Virginia Court Rules 
Kool-Aid Non-Taxable 


In a recent court ruling, Circuit Judge Frank L. 
Taylor held that the state of West Virginia had nu 
right to impose the soft drink tax on Kool-Aid. 

This ruling grew out of a test case brought by 
General Foods Corp. of New York, wholesale distri- 
butors of the product in West Virginia, against the 
State Tax Commissioner in behalf of the Kool-Aid 
and other syrups and powders used to make soft 
drinks in the home. 

The State Tax Commissioner in presenting his 
briefs maintained that the product was easily “‘us- 
able” for commercial purposes at soda fountains and 
that there had been reports of it being so used. The 
Commissioner in his hearing introduced evidence of 
five soft drink bottlers who said Kool-Aid could be 
used commercially. To offset this, the respondent, 
General Foods Corp. introduced evidence of canvass- 
ing 300 soda fountains and showed where not a 
single soft drink or soda fountain had ever used 
Kool-Aid commercially. 

In his opinion, Judge Taylor said, “I am of the 
opinion that the Soft Drink Tax Act was not in- 
tended to, and does not impose, a tax upon the prod- 
uct known as Kool-Aid, The Court went on to point 
‘soft drink syrups’ 


out that the statute describes 
as the compound, mixture or basic ingredients 
whether liquid or dry, “practically and commercially 
usable in making or compounding soft drinks at soda 
fountains, by the mixing thereof with carbonated or 
plain water, ice, fruit, milk or any other product 
suitable to make a soft drink”’. 

Since, according to the Court, both parties to the 
suit agreed that the statute is clear and the only dis- 
agreement is to the meaning of the language used 
in the statute, the only issue for the Court to decide 
was whether or not Kool-Aid is practically and com- 
mercially usable at soda fountains as limited by the 
language of the statute. 

In holding that Kool-Aid was not practically and 
commercially usable at soda fountains, the Court 
went on and said, “Any other rule of construction 
would result in the imposition of this tax upon sugar, 
milk, water, coffee, tea, cocoa and other substances, 
which of themselves, without the addition of other 
ingredients, cannot be used or are not usable to pro- 


duce so-called “soft drinks”’. 


Sugar Production Increase Anticipated 


A graphic and interesting presentation of the 
trend in sugar production of the areas supplying 
the United States with its requirements is being 
distributed by Lamborn & Company, New York, 5, 
N. Y., sugar brokers 

The chart vividly depicts the record sugar pro- 
duction during the 1951-52 season, when a new high 
was established with 13,457,000 short tons. This was 


followed by a decrease to 11,279,000 tons, a drop of 











2,178,000 tons, due principally to the Cuban and 


Puerto Rican crops being restricted. 

For the current 1953-54 season, the chart indi- 
cates, or at least anticipates, an output for the same 
areas totaling 11,466,000 tons, an increase over the 


past season of 187,000 tons or 1.7 percent. 


Canada Dry Reports Continued 
Franchise Expansion 

Important strides along the course of expansion 
were taken by The Canada Dry Ginger Ale Corp. 
during the fiscal year which ended September 30th. 

In his annual Ictter to stockholders, president R. 
W. Moore, reported gains in almost every phase of 
operations, particularly in the expansion of fran- 
chise activities. More than sixty additional franchise 
agreements were signed with U.S. and foreign bot- 
tlers during the year. Total sales would have estab- 
lished Canada Dry’s eighteenth successive all-time 
high. Mr. Moore stated, except for a costly strike 
which closed the company’s three New York plants 
for eleven weeks during the height of the summer 
season. 

He also reported a very considerable rise in small- 
bottle sales of ginger ale as a popular refreshment 
beverage, as well as in sales of Quinac quinine water. 

It was a year marked by numerous signs of the 
inherent vitality of the carbonated beverage indus- 
try as a whole, according to Mr. Moore. Since the 
industry’s price policy in general has improved, with 
many companies taking a more realistic attitude to- 
ward the need for higher prices there is every in- 
dication that 1954 will be a banner year. 


a 











A NEW TELEVISION SHOW 


Canada Dry’s new TV show starting in January, 1954 will 
star Gail Davis as “Annie Oakley” with Jim Hawkins as 
the kid-brother Tagg. This television series has been 
classed as a superior Western with broad merchandising 
possibilities. It has been written with strong appeal to 
both children and adults. 





























STATE CONVENTION SCHEDULE 

STATE CITY HOTEL DATES DAYS 
New Jersey Newark Robert Treat Jan. 8-9-10, 1954 Fri.-Sun. 
Massachusetts Boston Statler Jan. 11-12 Mon.-Tues. 
Arizona Chandler San Marcos Jan. 21-22 Thurs.-Fri. 
Alabama Mobile Admiral Semmes Jan. 24-25 Sun.-Mon. 
Colorado Denver Brown Palace Jan. 24-25 Sun.-Mon. 
New Mexico Albuquerque Hilton Hotel Jan. 28-29 Thurs.-Fri. 
Mississippi Biloxi Buena Vista Jan. 31,Feb. 1-2 Sun.-Tues. 
Calif.-Nevada San Francisco Palace Hotel Feb. 1-2 Mon.-Tues. 
Oregon Portland Multnomah Feb. 5-6 Fri.-Sat. 
Washington Tacoma Winthrop Feb. 7-8-9 Sun.-Tues. 
Texas Galveston Buccaneer Feb. 8-9 Mon.-Tues. 
Wisconsin Milwaukee Schroeder Feb. 8-9-10 Mon.-Wed. 
Montana Bozeman Baxter Hotel Feb. 12-13 Fri.-Sat. 
Indiana Indianapolis Antlers Hotel Feb. 15 Mon. 
Arkansas Litthe Rock Lafayette Feb. 15-16 Mion.-Tues. 
Tri-State 
(Ida.-Utah-Wyo.) Idaho Falls, Ida. Rogers Hotel Feb. 15-16 Mon.-Tues. 
Kentucky Louisville Brown Feb. 18-19 lhurs.-Fri. 
Wyoming Cheyenne Plains Hotel Feb. 20 Sat. 
Ilinois Chicago Sherman Feb. 24-25-26 Wed.-Fri. 
Ohio Dayton Biltmore Hotel Mar. 1-2 Mon.-Tues. 
West Virginia White Sulphur Greenbriar Mar. 7-8-9 Sun.-Tues. 

Springs 

Michigan Grand Rapids Pantlind Mar. 8-9-10 Mon.-Wed. 
New York New York City Mar. 21-22-23 Sun.-Tues. 
Maryland Baltimore Emerson Apr. 3 Saturday 
Vermont Burlington Apr. 12 Monday 
Minnesota Minneapolis Radisson Apr. 19-20 Mon.-Tues. 
North Dakota Apr. 22-23 Thurs.-Fri. 
South Dakota Apr. 26-27 Mon.-Tues. 





Haiti Establishes Tax On 
Bottled Soft Drinks 


An internal tax has been established in Haiti on 
bottled soft drinks, according to a recent law pub- 
lished in Le Moniteur No. 69. 

The rate of taxation per case of 24 bottles, as 
provided by this law are as follows: When the fac- 


- 


tory sale price is 7 gourdes (1 gourdes is equal to 
U.S. $0.20) or more, 1 gourde; 350 gourdes or more, 
50 gourde; less than 350 guorde, 25 gourde tax. Soft 
drinks in Haiti are defined as including products 
known locally as Kola, Coca-Cola, Pepsi-Cola, Seven- 
Up, soda water, etc. as well as all other non-alcoholic 
bottled, gaseous drinks, whether sweetened or not, 
and containing carbonic dioxide gas under pressure. 

The tax, according to the report, will be collected 
at the factory based on factory declarations of daily 
production. The law also established a license fee of 
250 gourdes a year, applicable to each factory pro 


ducing soft drinks. 


Short and Sweet... 

A price increase on carbonated beverages in the 
San Francisco area which went into effect the middle 
of November has raised the price of small bottles 
from $1.20 a case to $1.35, and that of quarts from 
$1.50 to $1.65. All firms in this area, according to 


the latest reports, are participating in the increase, 
except Coca-Cola and Seven-Up bottlers. 


Correction to the Price Map and list: 
St. Louis, Mo. prices on splits range from 90c 


to $1.20; and on quarts from 90c to $2.00. 


The Board of Directors of Pepsi-Cola Co. declared 
a dividend of 25 cents a share, payable January 2, 
1954 to stockholders of record at the close of business 
on December 9, 1953. 


Canada Dry Ginger Ale, Inc., and its subsidiaries 
reported a net income of $2,382,018 for the fiscal 
year ended September 30, 1953, equivalent after 
preferred stock dividends to $1.14 per common share. 
Net sales were $66,496,447 compared with $66,503,- 


941 a year ago. 


Enlarging on its original schedule, tie White Rock 
Corporation is now using five New York newspapers 
as well as two additional magazines for a campaign 
scheduled to run until the end of the year. It also 
has contracted for new TV and radio programs in 
a stepped-up campaign resulting from the fact that 
the company experienced its best sales period last 


year. 
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ELEVEN YEARS BEFORE INK WENT AUTOMATIC 


By the time Mr. Waterman's foun- In these eighty years we have faith- 


tain pen was introduced in 1884, we fully endeavored to carry out con- 
had eleven years’ experience in the tinuous improvements in beverage 
manufacture of beverage bottles. 
Today, eighty years later, we have 
produced billions of beverage bottles 
to protect the many fine beverages 


bottle quality, such as the Syncro- 
Flash Finish, the Dimple Register- 
ing Lug, the High Lustre Finish that 
keep Duraglas beverage bottles 


America drinks. thead of the parade. 





OWENS-ILLINOIS GLASS COMPANY e TOLEDO I, 





OHIO e BRANCHES 


So take advantage of our eighty 
years of experience and give your 
product the package it deserves 

a sparkling Duraglas Package. 
No one else can offer you the results 
of such long and such broad bever- 
age bottle manufacturing “know- 


how te 


Qas BEVERAGE BOTTLES 
| Look better-Last longer 
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CHOOSE ZEPHYR 


Bottlers who keep careful record of delivery costs invari- 

ably choose Zephyr Bodies. Experience has proved to 
them that Zephyrs are the most efficient and most econ- 
omical bodies to own and to operate. 


Zephyrs are the strongest, toughest, sturdiest bodies that 
hi-tensile steels and the finest workmanship can provide. 
They are engineered to cut body weight and slash 


delivery costs. 


Specialized design is the secret. Zephyrs weigh 500 to S 
1000 pounds less. Thus, lowering the cost of gas, oil, 
tires, repairs and maintenance. Figured on a basis of cost 

per mile, cost per year or cost per body, Zephyr Bodies 
outlast, outperform and out economize all other bodies in 





gis 





the fleet. They offer features that speed handling, con- 


serve time, reduce bottle breakage, provide driver safety 


and increase profits by reducing delivery cost. 





THERE'S A ZEPHYR BODY 
TO SUIT EVERY BOTTLER'S 
REQUIREMENT. INVESTIGATE 
TODAY. 





ZEPHY 








All these features are daily proving the good judgment 

of the bottlers who buy Zephyrs — for the job for which 
they are specially designed. Write Specialty today on 
your immediate requirements. Get the facts. 


SPECIALTY ENGINEERING CO. 
Torresdale & Pennypack Sts. Philadelphia 36, Pa. 


BODIES 









“BIRELEY'S KEEPS 
MY ROUTES PROFITABLE 
YEAR AROUND!” 


GEORGE ANTOUS, DANBURY, CONNECTICUT 


“When I added Bireley’s several things happened,” 


says bottler George Antous of Danbury, Connecticut. 


“First, | got more out of every account I had. Second, 
by talking up the non-carbonated and pasteurized 
angles, I got more outlets. Third— and most 
the prestige of Bireley’s got me that 


r 


important 
take-home business that I couldn't get with my own 


flavors. This really helped me in the cooler months.” 


Get in on the Bireley’s Boom! You need only a way 
lo supply your present line with hot water, 

And Bireley’s revolutionary new Citro-Flash process 
can give you a share of the soft drink market to up 
your volume as much as 80% — without materially 
adding to your equipment investment or competing 


with any carbonated line you now handle. 





Bireley'’s syrup is mixed and injected 
into the bottle just as with carbonated 
drinks. Then, the regular filler fills the 
bottle with hot water at pasteurizing a bigger 


temperature instead of carbonated water. 


Write, wire or call collect! Bireley’s field representative 
will be over pronto with the facts on the hottest franchise 
in the beverage business. No reason for you to miss out on 
the Big Bireley’s Boom. Call Hollywood, California—92234. 


but still inexpensive 


George Antous, President of Light Rock Spring Water Company 





9 Balmforth Avenue, Danbury, Connecticut 


If you have steam available now, a 
simple heat exchanger unit will furnish 
the necessary hot water. For larger fillers, 


heater is 


used with automatic temperature controls, 





New gasket materials developed to per- 
fect Bireley’s new Citro-Flash process. 
They stand up under pasteurizing tem- 
peratures, and form a perfect seal for bot- 
tling carbonated drinks under pressure. 


BIRELEY’S DIVISION 


GENERAL FOODS CORPORATION 


1127 North Mansfield Avenue, Hollywood 38, California 


Timely Tax Topics... 


By DAVID C. ANCHIN 
and JULIAN S. H. WEINER 


7 ue overpayment of one’s income taxes is as fool- 
ish as underpayment would be improper. Therefore, 
there is nothing objectionable in pursuing a policy 
of tax reduction (avoidance) as distinguished from 
tax evasion. However, seeking the advice of a tax 
consultant only at year-end would be like locking 
your garage door after the car had been stolen. 
In other words, a completed transaction generally 
cannot be undone or modified for purposes of achiev- 
ing a tax savings. Hence, it is important that tax 
planning be conducted throughout the year, rather 
than merely in conjunction with the preparation of 
one’s income tax return. In furtherance of this 
objective, here are some practical tax ideas which 
should be discussed with your accountant to deter- 
mine whether they are applicable to your affairs. 

A tempting morsel has been dangied before tax- 
payers in the form of a so-called relief provision 
which postpones the recognition of a gain or loss 
where business property is exchanged for property 
of a like kind. Many individuals have swallowed 
this attractive bait without realizing how badly 
they’d been hooked. 

For example, consider the case of a bottler who 
acquires a new delivery truck valued at $3,000 by 
making an outright payment of $1,750 and receiv- 
ing a trade-in allowance of $1,250 on his old vehicle. 
Let us further assume that this exchange had been 
depreciated on the books of the bottler from an 
original cost of $2,500 to its present book value of 
$250. As you may know, no tax would be payable 
on his gain of $1,000 (the difference between his 
trade-in allowance of $1,250 and the depreciated 
book value of $250). 

At first glance, therefore, it would appear as 
though the former, non-taxable alternative offers 
the greatest savings. The following illustration, 
however, will soon dispel this illusion: 

Assume as above, that the purchase price of the 
new truck is $3,000. Under the exchange or tax- 


free method, the basis of the new vehicle for pur- 





David C. Anchin, C.P.A. and attorney, is a 
partner of the firm of Anchin, Block & 
Anchin, a New York firm of certified public 
accountants. Mr. Weiner, also a C.P.A. and 
attorney, is associated with the firm. Both 
authors have written extensively on the sub- 
ject of federal taxation. 


This article marks the beginning of a series 
on the subject of tax savings. 
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poses of future annual depreciation would be com- 





puted, as follows: 






Purchase price of new vehicle. ... $3,000 





Less: Gain on which no tax was 






DPOVERNEET DONE 646 ss skaedes 1,000 






Cost Basis for Depreciation of the 
ok errr rT rye rr $2,000 






However, where the old truck is sold and its re- 






y “ta placement is purchased outright, the basis for de- 






preciation would be the purchasing price, of $3,000. 






A corporate taxpayer, in the 52°; tax bracket would 






recoup the following depreciation deductions over 






a three or four year span: 





Under the trade-in method 52¢/ 






of $2,000 $1,040 






Under the sale and purchase method 





520%, of $3,000... 1,560 









Depreciation savings under the 






sale and purchase method...... 520 





Less: Payment of capital gains tax 






on sale of old truck, 26°7, of 






S5,000 GOI fs. e eee Scale aed Ae 260 






Net Tax Savings Under Sale and 
Purchase Method ............. $ 260 






Accordingly, as indicated by the above compari- 





son, the sale, rather than the trade-in, of the old 






truck would ultimately produce the greatest tax 





SAaVINgS. 






Here’s another important factor to bear in mind. 
















The statute in question defers the recognition of 


Smooth and mellow, rich a loss as well as a gain in cases of exchange trans- 
)T BEET MPOUND —4 02. with creamy goodness, no actions. Hence, if the book value of the truck had 
Excellent heavy color and delicious flavor, exceeded the trade-in allowance, the net loss would 


r other beverage can be more 
gaining constantly in popularity not be immediately deductible but would be added 


NO. 2 ROOT BEER COMPOUND —4 OZ delicious and satisfying to the cost basis of the new truck for purposes of 


For a creamy smooth and rich thirst quencher than root beer made with depreciation. 
)LD-FASHIONED ROOT BEER COMPOUND 4 02 Red Seal Compounds For instance, a bottler receiving a trade-in al 
ULU-FASMIUNEU K | BOLT IPUUNU = ° 

‘ : ‘7 ‘ SAS | ‘ P *"K S > 33) d - 
A superb taste treat with that good old-fashioned flavor and Extracts. lowance of $250 on an old truck possessing a de 


preciated book value of $1,250 would suffer a loss 
MOZARK ROOT BEER COMPOUND —4 OZ. of $1,000 
More foamy and with a slightly different flavor 


on the transaction. Taxwise, however, 
this loss would be treated as an additional cost of 
the new vehicle, rather than as a deduction from 


Ash ehout other Red Seal Rect income. Accordingly, if the bottler had paid $3,000 
Beer Extracts and Compounds for the new vehicle its cost basis for depreciation 


that may meet your requirements 


more exactly, especially for Ish Oa. , 
strength. eX 7) é For e 


would be increased by the non-recognized loss of 


miles $1,000, resulting in an adjusted cost basis of $4,000 


In effect, therefore, the loss would be treated as 





an additional annual depreciation deduction ove 
the life of the truck. Whereas, if it had been sold 







at the trade-in figure the loss would have been 





WARNER-JENKINSON MFG. CO. 


Manufacturers of Certified Food Colors, Extracts, Flavors, Vanillas TrTInTiT ; fore, in this latter instance, too, the sale rathe) 


deductible, in its entirety, in the year of sale. There 










than the trade-in, would in most situations offer 


o7 Lows® the yvreatest tax benefit 


And so, even in the realm of taxation, it would 
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for a prettier profit picture... BOTTLE TWITCHELL FLAVORS! 


Treat yourself to a stronger line... 
more and happier customers ... a 
prettier profit picture. House of 
Twitchell offers you the tastiest 
flavors you'll ever wrap glass around. 

Write NOW for prices and free 
samples. Better still— order gal- 
lons of one or several quality 
Twitchell extracts. Fill out and mail 


the coupon today : 


(.] QUININE TONIC FLAVOR... Cash 
in on the gin and tonic bandwagon 
and bottle this one —— it’s unsur- 


passed by any brand. 


FIRM NAME 
STREET 


CITY 


ZONE STATE 


SIGNED BY 


[] CLUB SODA SOLUTION... with 
a carbonation fortifier. It costs less to 


make, allows greater profit per case. 


[] BLACK CHERRY ... a fruit ex- 
tract with other natural flavors 
added — it doesn’t require “imita- 
tion” label. 

[] 7 LEMON ... Choice Messina 
lemons and premium West Indian 
limes blend to give the best in lemon 


flavor. 


[_] 22 DRY GINGER ALE... a mod- 


ern, delicious 2-07. extract... a 


highest quality flavor — it’s bound to 


prove profitable! 


C] Send information and free sam- 


ples of products checked. 


CL) Send information and free “ready- 
to-bottle” syrup samples of products 


checked. 


(1) Ship gallons of products as 


specified. 


(5°) discount in 4-gallon cases, 


assorted. ) 


s. COMPANY «~ cCRESTMONT AND HADDON AVES. @ CAMDEN 4, N. J. 


be well to remember that “all that glitters is not 
gold.” 

It should be mentioned, however that the statu- 
tory provision in question does offer substantial 
and the newly acquired asset is to be depreciated 
over a span of many years as in the case of a build- 
ing. In view of the other factors which may affect 
the application of the statute, it would be well to 
consult your accountant before undertaking any of 
the transactions discussed herein. 


Giving Can Be Profitable: 


Undoubtedly, most individuals have at some time 
gratified the urge of donating to a favorite charity. 
Generally, such contributions were probably in the 
form of cash. Greater tax savings, however, could 
have been effected by making the donation in the 
form of appreciated securities. The additional bene- 
fit stems from the fact that the charitable deduc- 
tion is measured by the fair market value of the 
securities without requiring the payment of a 
capital gains tax on the difference between the fair 
market value and original cost. 

This method of contribution is available to a 
corporation as well as an individual. With respect 
to a corporation subject to combined income and 
excess profits taxes of 827, it is conceivable that 
a net profit may be derived from a charitable gift 
of securities or property. For purposes of illustra- 
tion, let us assume that such a corporation makes 
a gift of securities, having, 


a fair market value of........... $500 
an original cost of ...............4. 100 


and a resultant net increase in value 
We ars acd & & soe ke aE a eh es $400 


The advantage of a contribution over the sale of 
such stock is demonstrated by the following com- 
parison: 

Fair market or saleable value of 

DE 60648 05:040650844 608 )%008 $500.00 
Less: Capital Gains Tax—26°7 of 

$1400 (net increase in value 


shown above) ............... 104.00 


Net Amount Retained after Taxes, 

if Stock Had Been Sold...... $396.00 
Compared with value as tax deduc- 

tion if stock had been contrib- 

uted, instead of sold—-82°¢7 of 


S500 110.00 


Net Tax Benefit—Resulting from 
contribution rather than sale... $ 14.00 








(Continued on Page 71) 
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editorial 





Season's Greetings To You All 


W wish we were able to personally take the hand 
of each and every one of our friends in the industry 
and express to them our good will and friendship. 

Since this is not possible, we know of no better 
use for this editorial page than to tell each of you 
of our sincere regard. and to express our hope 
that you will enjoy the blessings of good health and 
peace of mind through all your years. 


For nearly three-quarters of a century it has been 


Shall The Twain Never Meet? 


FAM y's the time we've heard bottlers sound 
off on the subject of retailers with great conviction. 
Quite often, we have neither shared their views nor 
believed they knew what they were talking about. 
simply because we felt that too much of this bom- 
bast was based on second hand reports from route- 
men or other sources. 

As in marriage, you don’t know people until you 
live with them. Retailers are normal human beings. 
and therefore the most complex of organisms. To 


know retailers: to understand their problems and 


‘Taint So 


7 ik banning of cup vending machines from the 
\.B.C.B. shows for the past several years has not 
gone unnoticed in other quarters, particularly in the 
vending machine field itself. One of the automatic 
merchandising industry's publications, under the 
title “Cup Drinks, Stay Away From My Door” had 
this to say recently: 

“Bottlers are missing the boat as far as auto- 
matic merchandising is concerned. The average bot- 
ler shies away from cup drink machines, and even 
some of the more progressive companies buy cup 
equipment only when they are forced to in order 
to hold a prize account. 

“But the parent sirup companies are competing 
keenly for the cup market, encouraging independent 
vending specialists to expand and even helping 
finance that expansion.” 

This would be a serious indictment of the parent 
companies if it were true of all of them, but such 
is not the case. Most of the franchise companies, to 
our knowledge. encourage and help their bottlers to 


so into “bulk” vending when certain locations de- 


our good fortune and privilege to be part of this 
great industry. and above all things. we prize and 
cherish the strong friendships we have made over 
these many years. In the final assessment. this is the 
only thing which has real meaning: happiness in our 
associations with others. 

In saying “Merry Christmas and a Happy New 
Year.” we hope it will mean for you tranquility of 


mind. health of body and enduring friendships. 


desires; to know what they think about your busi- 
ness and your product, necessitates personal contact. 

The average bottling plant serves about 2,500 
accounts; dozen of them are within walking distance 
of the bottling plant and all accessible to the bottler 
by car, as they are to his routemen or salesmen. Yet 
how many bottlers make it a practice to visit with 
their accounts regularly? Too few! 

The friendly visit, the interested attitude, will sell 
more beverages than the price deal. and do it lot's 
more profitably. 


When are you going out to meet your dealers? 


mand cup machines instead of bottle machines. This 
is a proper policy, as far as we are concerned, since 
our industry is primarily interested in selling pack- 
aged products. Bottled soft drinks are the reasons 
why we have achieved universal distribution, why 
sales volume has increased each year. and why we 
have been able to do so large a proportion of our 
total volume in the home market. 

The use of cup vending machines for dispensing 
soft drinks is essentially a means of securing “plus” 
business; of invading the types of outlets which have 
shied away from bottled goods for some reason or 
other. On this basis, this avenue of sales should be 
cultivated as thoroughly as the individual situations 
require. 

Banning of the cup machines from the national 
shows is an expression of the association’s attitude, 
but does not necessarily mean that all bottlers 
agree with it. That they don’t is proved by the fact 
that bottlers operate about 20,000 cup machines now 
and are adding to that number annually. 

This could only have been accomplished with the 
full knowledge and cooperation of the franchise 


companies. 
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The Challenge of Our Times 





ath over America, businessmen such as our- 
selves are gathered together in meetings, conven- 
tions or associated conclaves. It is one of the most 
heartening aspects of our industrial civilization; 
this continual getting together to exchange infor- 
mation and ideas. It is one of the soundest bulwarks 
of free enterprise and free competitive capitalism. 

Industrial organizations are a forthright expres- 
sion of the American way of life, and our much- 
prized individualism, for each member takes home 
to his own independent organization and business 
only the information and ideas that he wishes to 
take. 

We Americans have plenty of talk about, and 
we talk plenty. The industrial achievements in re- 
cent years are nothing short of phenomenal. If we 
lived in another age we would call them miraculous. 
They are not miracles to us simply because we 
have seen them happen before our eyes. 

In traveling around the country, I have looked 
out of my train window or plane window many 
times, watching the shifting scenes of hills and 
valleys, plains and prairies and great mountains, 
and my mind was set to musing many times during 
the trip on the extent of American achievement; 
its restless energy, which is symbolic of the match- 
less dynamics of American life. 

Now how did it all happen? What is the per- 
suasive something that has made our expanding 
existence possible? 

There are many explanations, of course. Poets 
and philosophers, historians, politicians, economists, 
industrialists and many plain everyday businessmen 
such as ourselves have all put forth their answers. 
The wisest of them have come to the conclusion 
that “the American character” is responsible for 
our continuing achievements. 

If you look back into history, you'll find that the 
American is basically what he always was, a char- 
acter molded by the frontier. America had to be 
made before it could be lived in, and that making 
took extraordinary energies and bred the temper of 


By HAMMOND B. NICHOLSON, 
President, Coca-Cola Company 


“Everybody is our customer, from youth to old 
age, and only death do us part.” 


“There are few secrets in this industry. Any 
bottler can readily avail himself of a wealth of 
production and marketing know-how.” 


“One thing that forever enthuses everybody is 
the absence of any definable saturation point now 
in the future.”’ 


“Before us today are such intricate problems 
as price structures; packaging as to size, color 
and appearance; tin vs. glass; drinks with or 
without sugar or vitamins or artificial sweeten- 
ers; choice of flavors, one or multiple; methods 
of dispensing to the customer, bottle or bulk— 
and so forth ad infinitum. The public will make 
the final decision about all of these things.” 


the pioneer, the booster, the gambler. There was 
always the dream of something better farther ahead. 
Movement became a virtue, standing still an un- 
forgivable state of mind. 

The American meaning of frontier is not a defined 
barrier between two states, but a vague, broad, 
fluctuating region of unknown risks and unknown 
opportunities. Until this century, its meaning was 
primarily geographical and had to do with the 
westward areas of the country. “‘Westward the 
course of Empire,”’ was the saying. “Go West, young 
man and grow up with the country.” Then as Amer- 
icans found themselves with a nation stretching 
from sea to shining sea and a comparatively set- 
tled society, the frontier took on a new meaning. It 
meant any risks and any opportunities. Today, the 
frontier is symbolic of anything new, anything 
different that we dream, dare and work to accom- 
plish. It is inseparable from our habits of mind, 
the fabulous aspect of our way of doing things. 

Most of us can recall the time when certain 
prophets of doom were telling us the frontier was 
a dead issue. That was during the depression. Sup- 
posedly, Americans were then a mature people with 
a rigid and set economy. The future, supposedly, 
was simply a matter of regulating individuals and 
their enterprise into the patterns that had proved 
productive in the past. Adventure, risks, dreams 
were heroic attributes, supposedly something all 
right for the characters in history books, but not 
in keeping with you and me and the everyday 
rounds of existence, business or otherwise. 

What those prophets of doom overlooked was the 
fact that the American character has been molded 
by its history. Everyone of us has within himself 
a heritage of great endeavor. It is a psychological 
asset more real than any amount of cash in the 
bank, whatever our status in life, whatever our 
occupation. Those of us in the soft drink industry 
are essentially no different than those in other in- 
dustries. Soft drinks have a more common denom- 
inator than some products. Everybody gets thirsty 
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“Everybody is a potential customer ... it is a fact 
that the great bulk of our population has surmounted 
poverty, that they have more money to spend and more 
time to spend it on more things that mean additional 
happiness and pleasures, comforts and conveniences.” 


and therefore everybody is a potential customer as 
many times as he gets thirsty. Besides, there is a 
wonderful sociability in soft drinks, a quality of 
enjoyment rivaled in few other products. But like 
other industries we have undergone constant im 
provements. We have moved forward with the new 
developments in machinery and food processing 
techniques. We have continually expanded our mar- 
kets. Few industries have so many ramifications in 
sO many aspects of modern life as the soft drink 
industry. We are in daily contact with the everlast- 
ing change so characteristically American. And we 
accept it wholeheartedly because that is the spirit 
of adventure in any industry, that is the fabulous 
frontier that shaped our past as it shapes our future. 
As we look at our high speed bottling lines today, 
we can see in them a wonderful example of the 
interdependence so essential in our industrial civili 
zation. The old foot-power machines have given was 
to swifter production because of developments in the 
electrical industry. Refinements in sheet steel made 
possible the invention of the disposable bottle cay 
and has relegated the old cork-stoppered bottle t 
industrial museums. Glass itself, one of the most 
ancient and mysterious of the arts, has undergone 
changes to improve its commercial usefulness and 
to increase the speed of its production. The distinc 
tive glass packages of today have meant not onls 
more business for soft drinks, but better business 
They have raised the ethical standards throughout 
the entire industry. Today, we are no longer just 
“pop salesmen”, but merchandisers of food prod 
ucts. We are no longer “back alley” operations, but 
processing plants proudly exhibited on Main Street, 
U.S.A. The public has come to accept soft drinks 
as an integral and everyday part of American life 
The soft drink industry is big business, but big 
business with a difference. Wherever you find bot 
tling plants throughout the country, they are gene 
ally individually owned and operated by local people 
Mule-and-wagon distance defined a bottler’s terri 


tory in the old days and it resulted in a healthy 
decentralization that still exists. Thus the industry 
creates work in the individual bottler’s communities, 
and spends the money it makes right there. The 
bottlers of soft drinks and their employees are re- 
spected citizens. There is no finer example of the 
reciprocal aspects of free enterprise than that found 
in the soft drink industry. 

The fact alone has a great deal to do with the 
vast public acceptance of our products, but the tre- 
mendous volume in recent years is also reflection 
of the fact that soft drink bottlers have conscien 
tiously and continuously improved the quality of 
their products year after year. A.B.C.B. and the 
many state bottlers’ associations represent the col 
lective dedication of the many members throughout 
the industry to more and more industrial progress. 
The give-and-take of their sessions, their publica 
tions, and indeed all the trade journals so splendidly 
serving the soft drink industry, show a forthright 
determination to explore every possible avenue to 
further achievements. Everything from basic sani 
tation to soaker solutions, storage problems and 
selling statistics is the subject of a constant stream 
of exchange information. There are a few secrets 
in this industry. Any bottler can readily avail him 
self of a wealth of production and marketing know 


how. 


The interdependence of our industry with othe 
industries, and the easy access to bottling facts and 
figures, have not removed any competition. Just the 
opposite is true. They have heightened competition. 
The free flow of information and the improved 
standards of business practice have opened up fron 


tiers in this business that were undreamed of fifty 
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“As we look at our high speed bottling lines today, we 
can see in them the wonderful progress made by scientific 


research during the years.” 








“We are no longer back alley operations, but processing 
plants proudly exhibited on Main Street, U.S.A.” 


vears ago. And they are not only frontiers for us 
but for all the supplying industries as weli. Business 
creates business When competitive capitalism follows 
the crowd 

The crowd in this case, is the people—-the cus 
tomers for our products. In any business, the cus 
tomers are always the frontiers. Nowadays there is 
considerable talk about the “class market” being 
Well, we were just 


absorbed by the “mass market. 
profitably ahead of the times. For our industry, our 
market has always been the “mass market.” Every- 
body is our customer, from youth to old age, and 
mnly death do us part. 

One thing about this industry that forever en 
thuses everybody connected with it is the absence 
of any definable saturation point now and in the 
future. If we were selling automobiles, or pianos, 
or tombstones, the research companies could readily 
calculate some statistics on the probable per capita 
consumption. But soft drinks defy any such calcu- 
lation. There is just no telling how many drinks a 
customer can drink in an average lifetime. It all 
depends on how yood we are as salesmen. 

Some of the talk nowadays would have us believe 
the salesman has been relegated to the role of “the 
vanishing American.” The retail revolution, we are 
told, has made him as out-of-date as the old mule 
team. Everything is display nowadays, and we are 
told, super display in a super way. Things just “sell 
themselves”, supposedly. All we have to do, sup 
posedly, is “vet our merchandise out where people 
can see it.” It all sounds as if the millenium had 
finally arrived; as if we were finally faced with the 
luxury of heaven on earth 

Fortunately, there are very few in the soft drink 
industry who are lulled to sleep by this talk. This 
industry was built by salesmen. Salesmanship is the 
lyvnamic force that has given this industry its char 
acter and reputation in America today. We have 
yvone out after the crowd, our customers, and sold 
them soft drinks in places where they never dreamed 


of buviny soft drinks. We have made our market 











place wherever people get thirsty. In this industry, 
we have never believed that prosperity comes up 
and taps us on the shoulder. We have never forgotten 
that the old and basic rule of business is——‘‘Ask 
for the order.” 

So in America, today, perhaps we have a mission. 
Perhaps this industry that has so many ramifica 
tions in so many aspects of modern life can lead the 
way in making the most of present day opportuni 
ties. It is surely no time for men of little faith, no 
time for doubters or detractors. | 

The changing American market, of which we hear 
so much, is in reality the glorious expression of the 
eternal American dream. Truly there is tremendous 
grandeur in the fact that the yvreat bulk of our 
population has surmounted poverty, that they have 
more money to spend and more time to spend it on 
more things that mean additional happiness and 
pleasures, comforts and conveniences. It is indeed 
great and good that we have become a nation of an 
expanding middle class, and that therein lies a 
phenomenal faith in the future. 

The stork is flying oftener nowadays and making 
more round trips, than all the. scheduled and non 
scheduled airlines in the country. The proud parents 
are better educated than those in the past and their 
offspring will be better educated still. Education 
means a keener understanding of quality, a fuller 
appreciation of the good things of life. More and 
more homes are needed all the time and more and 
more of them are springing up in the green-belted 
suburbs where the neighborly traditions of America 
grow stronger all the time. 

More people have automobiles than ever before, 
and the traffic is terrific. Sometimes on a Sunday, 
or a national holiday, it seems as if no American 
ever stays home, and yet statistics show there are 
more of them home than any place else. That's 
television for you, television and all the other things 
that have made home a better place to stay. 

Farms, today, are an even match for the suburbs 
Most of them have electricity. Most farm families 
shop for the same things and in the same way as 
other American families. 

All these factors create the perfect selling climate 
for soft drinks—-a combination of factors which 
have never come together before all at the same 
time and never to such a degree. 

Whatever technological changes we encounter in 
this industry, whatever new developments in mar- 
keting techniques, they must all be geared to making 
more sales of soft drinks. Expansion is always the 
keynote. 

There is nothing easy in this point of view. Life 
thus becomes a perpetual beachhead, a constant trek 
through endless and uncharted territory, a continual 
setting up camp and breaking camp, building and 
rebuilding. The saying, “leave well enough alone”, 
just doesn’t apply to Americans. To their way otf 








“We have made our marketplace wherever people get 
thirsty . .. . the mule-and-wagon distance that defined 
a bottlers’ territory in the old days resulted in a healthy 
decentralization that still exists.” 


thinking, there is never well enough to leave alone, 
never any satisfactory status quo. With pioneers, 
the wagon trains are always assembling, always 
moving ahead. 

We are all competitors, yet we are friends. We 
are bound together by our common interests. Our 
aims are to raise the standard of our own business 
first, knowing full well that in so raising our stand- 
ards, we also raise the standards of the soft-drink 
industry. What’s wrong with that? What’s good for 
one, in the long run, is good for all. 

I know we have problems. In fact, whenever you 
don’t have problems, your business, your industry 
is losing ground. Problems, difficulties, hardships, 
are the essence of progress—as allpioneering Ameri- 
can businessmen know. But we have learned to make 
stepping stones out of obstacles and to turn prob- 
lems into opportunities. 

Before us today are such intricate problems as 
price structures—packaging as to size, color and 
appearance—tin vs. glass—drinks with or without 
sugar or vitamins or artificial sweeteners—choice 
of flavors, one or multiple—methods of dispensing 
to the customer, bottle or bulk——and so forth ad 
infinitum. 

I cannot discuss or debate the pros and cons of all 
these subjects. But, briefly, I do say this: All these 
things will find their level in our competitive system 
of free enterprise. 

The public will decide its choice of flavors de- 
nendent upon their quality, taste and appeal, as well 
as our advertising and marketing ability. 

Again, the public will also finally decide the con- 
tainer problems as to size or decoration or shape, 
and whether glass or tin or plastic. Again it de- 
pends on price, economy, convenience, sanitation, 
attractiveness, aesthetic values, as well as our ad- 
vertising and marketing ability. 

Prices will be determined by the age-old law of 
supply and demand. Old man economics still covers 
such subjects as costs of production, distribution 
and marketing, mark-ups, margins, volume, turn- 
over and that ever-important little item known as 
profits. I don’t think price can be handled with a 


broad brush. Each bottler has to determine his own 


situation with the most exacting research of his 
own local conditions. I do sound one note of warn- 
ing, however. It is possible to get the price of soft 
drinks so high that we can price ourselves right 
out of the market and other competing products will 
capture our share of the consumers’ spendable 
dollars. We are not selling diamonds or Cadillacs. 
We are selling a low-priced article, which despite 
all the taste pleasure, enjoyment and value to the 
consumer, must be made available to the great 
masses of the population at a price which makes 
for ever-increasing consumer acceptance and per 
capita consumption. We must never forget that 
profit depends on volume, as well as price. 

As to soft drinks with artificial sweeteners, | 
assume that there is a limited market to those 
suffering from diabetes and to people interested in 
reducing their figures, but we must never lose sight 
of the fact that we in the soft drink business are 
selling wholesome, nutritious, healthful and delicious 
food products. It is my belief that we shall forever 
seek our greatest market and make our greatest 
progress as manufacturers and sellers of food prod- 
ucts. 

As I see it, the problems in the soft drink industry 
all add up to opportunities. There’s room for all of 
us in this expanding business. We shall each and 
all stake out our claims and spend our money to 
promote and to merchandise our respective products. 
And in the good old American pioneering tradition, 
we'll say: “May the best man win!” 

As an industry, we have been leaders in adver- 
tising and marketing techniques. True, there have 
been certain rough spots in the past few years. We 
have encountered a share of the confusion that is 
inherent in any post-war adjustment period. Some 
of it is due to the great changes in living habits, 
and consequently buying habits. Some of the con- 
fusion is simply the result of our great and unusual 
growth as an industry. But I am confident we have 
the character as an industry to take it in our stride 
with sound reasoning and good judgment. I am 
certain we have the intelligence not to stay our 
progress on false trails. 

In the fina! analysis, businesses are the creatures 

the creations—the living tissues of men. Busi- 
nesses are what we make them, the composite of 
many individuads dedicated to a worthwhile pursuit. 
And, if we recognize this ultimate fact and make it 
a reality, we can move with sureness to meet our 
opportunities. 

There is music in the marketplace, yes, wonder- 
fully strident and highly competitive music that 
evokes all the adventure of an unknown land. It is 
for us to meet the challenge and to conquer. It is 
for us to make the unknown into the promise land. 
We have the experience. We have the faith. We have 
the fabulous frontier that is our heritage as Ameri- 


cans. 
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What You Should Know About... 


SUCARYL... 


A description of the physical proper- 
ties of this non-nutritive sweetener, 
and its use in the preparation of soft 


drinks... 


By DR. KARL M. BECK, Ph.D., 
Abbott Laboratories, Chicago 


q THE past three and a half years, 
since Sucaryl was first introduced to 
the public, dietetic and diabetic food 
products have enjoyed a heyday of 
expansion in volume, variety, and con- 
sumer demand, and this sweetening 
agent has risen to a position of pre- 
eminence in helping flavor these prod- 
ucts. Both in the kitchen and on the 
grocers’ shelves there is abundant evi- 
dence of a renewed interest in, and 
general acceptance of, low calorie 
foods and beverages which utilize syn- 
thetic, non-caloric sweetening agents. 
The market grows, aS more and more 
people, intrigued by this new addition 
to the sweetening agent field, im- 
pressed by the variety of low calorie 
food products now available, and as- 
sured by the safeness of Sucaryl and 
saccharin, are constantly sampling and 
liking substances using these sweeten- 
ers, and the number of food _ proc- 
essors interested in manufacturing 
dietetic and diabetic products is ex- 
panding rapidly. 

What is this new sweetening agent, 
Sucaryl, which has revolutionized the 
dietetic-diabetic food and beverage 


fields? 


What Is Sucaryl 
Sucaryl is an Abbott Laboratories’ 
trademark for the cyclohexanesulfa- 
mate salts. The calcium and sodium 
salts are used commercially and are 
called Sucaryl Calcium and Sucary! 
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Sodium, respectively. For those of you 


who are not chemists, neither the 


chemical name nor structural formu- 
las mean anything. 

Certainly those of you who have 
had a course or two in chemistry and 
probably many of those who have not 
had formal chemical training can ap- 
preciate the complete dissimilarity be- 
tween this sweetening agent and, car- 
bohydrates. This dissimilarity has ad 
vantages and disadvantages. Advan- 
tageous is the sweetness factor——Su 
caryl is thirty times as sweet as sugar 
On the disadvantage side of the ledger 
is the absence of a large supply of 
hydroxyl groups which give sugar 
characteristic effects on viscosity, sur- 
face tension, and on the freezing-point 
of water. 

First, I’d like to expand on some 
of the advantages. I would particular- 
ly like to discuss the unreactiveness 
of the Sucaryl molecule, because this 
property figures so prominently in the 
practical aspects of the use of Sucary! 
as a sweetening agent in food products 
in so many ways. This chemical inert 
ness is extremely important in the 
use of Sucaryl in the processing of 
foods and beverages. The molecule is 
exceptionally resistant to any chemical 
change which could alter its sweeten 
ing properties. Use of Sucaryl in a 
wide variety of food products, unde 
the complete gamut of temperature, 


pressure, and pH conditions encoun- 











tered in the processing of foods and 
beverages, both commercially and in 
the kitchen, has provided field-test 
proof of the stability of Sucaryl in 
practical use. 

Indeed, the unreactive nature of the 
Sucaryl molecule presented a problem 
to the chemists of our quality control 
department, in devising a means of 
analyzing quantitatively for Suecary] 
in the presence of other substances 
A chemical reagent which will degrade 
sulfamates was found, however, and 
4 laboratory assay procedure for either 
pure Sucaryl or Sucaryl in foods and 
beverages was developed 

The unreactiveness of the Sucaryl 
molecule is also important in the phar 
macology and toxicology of Sucaryl 
Besides being unreactive toward the 
normal ingredients of foods and bev 
erages and unaffected by cooking and 
baking processes, Sucaryl is also un 
affected by the metabolism processes 
in the animal body. Studies with rats, 
dogs, and humans have firmly estab 
lished that the body can do nothing 
with Sucaryl but pass it through un 
changed. Its sole physiological effect 
is on the palate, and that effect is 
surely a sweet one. Once out of the 
mouth, it proceeds undisturbed 
through the body and is excreted 
through the normal channels. Ou 
pharmacological research staff used 
the highly sensitive tool of radioactive 


isotopes to label the Sucary! molecule 
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and prove that it is excreted un- 
changed. Dr. Kark, Professor of Medi- 
cine at the University of Illinois Med- 


ical School, and his associates, and Dr. 
Lehman, Chief of the Division of 
Pharmacology of the Food and Drug 
Administration, both confirmed the 
very low toxicity of Sucaryl and the 
complete safety for the use of it in 
foods. 

Another important result of Su- 
caryl’s unreactiveness is its compati- 
bility with other materials. Since Su- 
caryl is so inert, it can be used in an 
unusually wide variety of preparations 

foods, beverages, pharmaceuticals, 
etc. without either affecting or being 
affected by the other ingredients. The 
only incompatibility for Sucaryl which 
we know about is the potassium ion. 
The solubility of potassium Sucary!l 
is low enough that it might precipitate 
from a mixture containing appreciable 
amounts of potassium salts when Su- 
caryl Calcium or Sucaryl Sodium is 
added. Perhaps I should add that the 
calcium content of Sucaryl Calcium 
must be taken into account in certain 
products because some calcium salts 
have low solubility. For example, cal- 
cium citrate and calcium tartrate are 
oluble only to the extent of about 
0.1¢,, and concentrations above this 
level will precipitate. Of course, in 
carbonated beverages Sucaryl Calcium 
is not used in sufficiently high concen- 
trations to cause trouble, but in some 
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products it may be a factor to con- 
sider. Some soft drink preparations 
containing pectin have developed a 
haziness due to calcium pectate pre 
cipitating, although a wide enough va- 
riety of grades of pectin are avail- 
able that the use of appropriate ma- 
terial can obviate any such problem. 


The Sodium and Calcium Salts 


The question has often been asked 
of us, “Why are the sodium and ecal- 
cium salts used; what are the advan- 
tages of each?” Historically, the so- 
dium salt of cyclohexylsulfamic acid 
was the first one to be investigated as 
a sweetening agent. It was sodium cy- 
clohexylsulfamate which contaminated 
Michael Sveda’s cigarette and led him 
to discover that this chemical has an 
intensely sweet taste. He and Pro- 
fessor Audreith studied the chemistry 
of this compound and several related 
sulfamates. Then, as the substance 
proceeded from academic laboratories 
Where it was a curiosity to the in- 
dustrial laboratories where it was in- 
vestigated as a_ potentially useful 
sweetening agent, a backlog of infor- 
mation about the sodium salt was al- 
ready available. It was quickly ob- 
served to be one of the easiest deriva- 
tives to make and purify, to be as 
sweet as any other salt and sweeter 
than some, to be very stable, very 
soluble and free from bitter after- 
taste. Furthermore, since sodium salts 
in general appear widely in normal 
diets, one could be sure that the so- 
dium salt of Sucaryl would be as safe 
and well-tolerated as any Sucaryl de- 
rivative. 

As Sucaryl Sodium was developed 
and it was realized that here was a 
generally useful and safe non-caloric 
sweetening agent for diabetics and for 
people who must restrict their total 
intake of calories, it was also realized 
that many obese persons who would 
be interested in such a sweetener have 
heart disorders which require low- 
salt diets. Low-salt diets are meant 
to be low in sodium content. In look- 
ing about, then, for a non-sodium form 
of Sucaryl, calcium was the most log- 
ical salt to be considered. Calcium oc- 
curs naturally in foods, so it would 
be expected to be well tolerated. The 
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calcium salt was found to have the 
same sweetness factor as the sodium 
salt, thirty times sucrose, and it has 
good stability and solubility. Both Su- 
caryl salts will form 20% aqueous 
solutions, which is equivalent in 
sweetening power to a 600% sugar 
solution. 

Since the introduction of Sucaryl 
Calcium, it has become much more 
popular with the food manufacturers 
than Sucary!l Sodium. Although an 
individual, who buys his Sucaryl at 
the drug store in the form of tablets 
or solution for his personal use, knows 
whether he must avoid sodium or not 
and can buy the appropriate form of 
Sucaryl, a manufacturer of diabetic 
or dietetic food products wants his 
product to be adaptable to the needs 
of as many potential customers as 
possible. Hence, the use of Sucaryl 
Calcium gives the majority of food 
processors the broadest market, and 
it has become the more popular. 

Consumer acceptance of Sucaryl has 
been excellent. The sweetening prop- 
erties of Sucaryl are not only good 
but are adaptable to a wide variety of 
products, such as soft drinks, fruits 
and fruit juices, vegetables, flavoring 
extracts, frozen desserts, gelatin, jel- 
lies and jams, cookies and other baked 
goods, salad dressings, pharmaceuti- 
cals, and many other items. No com- 
plaints of side-effects have been en- 
countered, and the threshold for de- 
tection of any taste other than sweet- 
ness is high enough that no off-taste 
is encountered in normal use. In fact, 
many people who have used synthetic 
sweetening agents for many years 
have told us that one of Sucaryl’s 
greatest assets is its freedom from 
any unpleasant after taste. 

Several published estimates have in- 
dicated that the current output of 
dietetic soft drinks exceeds five mil- 
lion cases a year, and they also ob- 
serve that this is an expanding mar- 
ket. We know this is quite a small 
amount compared with the total soft 
drink production, but when one con- 
siders that the dietetic beverage busi- 
ness has developed from virtually 
nothing three and a half years ago 
to this amount, one appreciates that 
the growth has been phenomenal. Na- 
turally, we are pleased that Sucaryl 


Calcium is the sweetening agent of 
choice in most of these sugarless bev 
erages. We also are happy to read that 
the production of standard soft drinks 
is increasing. We think that, to a large 
extent, the dietetic beverage market 
is a new one, composed of people who 
formerly did not drink carbonated 
beverages, rather than the dietetic 
products constituting any encroach- 
ment upon the demand for sugar 


sweetened drinks. 


Disadvantages 


The chief problem encountered in 
obtaining good low calorie soft drinks 
was not one of flavor or sweetness. All 
of the sugar can be replaced with 
Sucaryl and a very palatable product 
results. But the body and mouth-feel 
were not the same. When the sugar 
was removed from a beverage formula 
and replaced by the one-thirtieth as 
much Sucaryl required for equivalent 
sweetness, the product felt watery in 
the mouth and the lowered viscosity 
and surface tension made it difficult 
to carbonate the beverage. To over- 
come these effects several bodying 
agents have been employed, such as 
algin, carboxymethylcellulose, meth- 
oxycellulose, pectin, or sorbitol. These 
hydrophyllic colloids give the bever- 
age a smooth, natural feel in the 
mouth, give that characteristic tongue 
coating one associates with soft 
drinks, and improve carbonating abil- 
ity. 

For the benefit of those who may 
not have seen them, I have outlined 
two formulas for sugar-free bottling 
syrups. These were published in the 
May, 1953 issue of Food Engineering 
and in the February, 1953 issue of 
National Bottlers’ Gazette. They will 
give you an idea about the constitu- 
tion of this type of product. 

At the present time, the greatest 
outstanding problem in the use of Su- 
caryl in beverages is that of restrictive 
state regulations which prohibit the 
use of synthetic sweetening agents in 
food products in many States. The 
October, 1953, issue of the National 
Bottlers’ Gazette has a nice summary 
of the current restrictions, state by 
state, but, as they carefully point out, 
the situation is very subject to change. 


The regulations are being reviewed 
and altered at the present time in 
many States. Factors influencing the 
legislatures in this matter are: the 
approval of Sucaryl by the Food and 
Drug Administration, and the proof 
of its being non-toxic by the F. D. A’s 
own pharmacologists; the acceptance 
of Sucaryl by both the Council on 
Pharmacy and Chemistry and _ the 
Council on Foods and Nutrition of 
the American Medical Association; 
and the fact that Sucaryl is not a 
cheap sugar substitute, but it is a 
high quality, non-caloric sweetening 
agent which is making a wide variety 
of palatable foods available to persons 
who, for health reasons, have to avoid 


sugar sweetened substances. 


Croneco Cooler Bottle Cap 
Guessing Contest Winners 
Announced 

Cronstroms Manufacturing  Co., 
Minneapolis 6, Minn., manufacturers 
of a comprehensive line of coolers, has 
announced the winners who success- 
fully guessed the number of bottle 
caps in their cooler displayed at the 
Cronstroms booth at the recent 
A.B.C.B. Convention in Chicago. 

Designed as a registration contest 
drive, the Cronco cooler contained 
7,047 bottle caps. The winner of the 
grand first prize was Roy Swarly, 
Product Superintendent, 905 North 
Elder Street, Bloomington, IIl., con- 
nected with the Coca-Cola Bottling 
Co. Mr. Swarly guessed 7,040 bottle 
caps and became the winner of two 
famous Cronco quality Coolers. 

The winner of the second prize was 
Gerald Brody of Dads Cliquot Bottling 
Co., 504 Richmond Ave., Ottumwa, 
Iowa. Mr. Brody guessed 7,033 and 
won one of the large size all-aluminum 
Cronco Coolers. Mrs. J. H. Love of the 
Dr. Pepper Bottling Co. in Bartles- 
ville, Oklahoma won third prize with 
a guess of 7,071 and received a small 
model No. 121H Cooler. 
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pledge that “No higher quality can be consistently maintained”. 


Included in every pound of National Certified Color is our continuing 


National Certified Colors represent America’s longest and broadest experience 
in the manufacture of these complicated organic compounds. 
From basic raw materials to intermediates to finished colors, 
we control their physical and chemical properties precisely. Thus you 
are assured of uniform pure-dye strength, solubility and brightness of shade. 


Once you establish a color formula based on National Certified Colors, 
you can be sure that the same formula will produce the 
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Dad's Adds 37 New Boftlers 


The Dad’s Root Beer Co. has issued 37 new fran- 
chises to date this year. The result is that ‘‘Dad’s” 
is now available in a number of new major markets 
such as Detroit, Michigan, Oklahoma City, Okla- 
homa, Seattle, Washington and Lakeland, Florida, in 
all of which the product has met with immediate 
consumer acceptance, 

Of primary concern to bottlers today, according 
to B. Berns, Vice President, is to add a product that 
will command the highest price in a market and 
thereby produce not only increased sales but a sat- 
isfactory profit as well. That concern is responsible 
for causing more and more bottlers to seek a nation- 
ally known franchised beverage, like “Dad’s, which 
will make a real contribution to their operation and 
take the bottler out of the price-cutting tactics 
which are cropping up all over the country. This 
is true of bottlers who even currently hold one or 
more of the six major franchised beverages. 

Stability of price, says Berns, is necessary for 
the future and sound growth of the industry and 
consumer demand for a well advertised product is 
the surest way to receive and maintain present 
wholesale and retail prices. 

Within the last two months, announcing the 
plans at the annual sales convention in November, 
the company has radically been expanding its vend- 


ing interests and embarked on a canning program, 


thereby making it one of the pioneers in this new 
field. 


Eskimos Buy Plenty of Pepsi— 
Even At 17 Below Zero! 


American free enterprise has finally put to bed, 
once and for all, the old saw about selling refrig- 
erators to the Eskimos, according to W. B. Forsythe, 
first vice president of Pepsi-Cola Company. 

Sixty miles from the Arctic Circle, in Iceland, 
the Pepsi-Cola Company is selling ice-cold drinks 
to quick-frozen customers, and what’s more, doing 
right well at it. 

So reports Sig. Waage, manager of the Pepsi- 
Cola bottling plant at Reykjavik, Iceland. 

“Sales have skyrocketed in the past weeks as 
temperatures have soared to a blistering 70 degrees 
in some parts of Iceland,” Mr. Waage said, “but 
even in the winter months, when the temperature 
hovers around a chilly 17 below zero, our sales have 
been rising.” 

The Reykjavik bottling plant of Pepsi-Cola serves 
an area of about 39,000 square miles containing 
about 136,000 inhabitants. The plant has been in 
operation since 1943. Its output is small, compared 
to plants in the United States—about 5,000 cases 
a month during the summer months. 











The NON-FRANCHISED bottler who has been “'skat- 


ing on thin ice,” finds the going SAFE, when he signs ; 


up with SUN SPOT. This fact, so widely known in 
the industry, proves our plan is correct. A SUN 
SPOT Franchise can quickly make you the dominant 
orange bottler in your area. Write for samples and 

















SUN SPOT COMPANY OF AMERICA 


Home Office: 1500 RIDGELY STREET 


BALTIMORE 30, MD. 
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by WM. E. MANKIN, 
Public Relations Director, 
Grapette Co., Inc. Camden, Ark. 





D vnc the past eight years it has been my privi- 
lege to visit with bottlers of all kinds, 
small, in all seétions of America; primarily at State 
conventions, but also in their plants. 
and knowledge gained from those bottlers was help- 
-ful in preparing this material. My activities during 
the past eighteen months have given 
contacts in the food field with hundreds 


and independent grocer buyers in 


have contributed much to this presentation. 


tional information has been secured from the 


Department of Commerce, U. S. 


Agriculture, A.B.C.B. headquarters, 


ket, consumer, population, business, 


surveys, and our trade press. 


An analysis of all my experiences 
lated information prompts me to discuss 
our future in this industry. We cannot 
past; it is finished. People who continually 
about the changeless past are running 


the same hazard as the driver who keeps his eyes 


on the rear view mirror instead 


If you look back too much, you'll soon be heading 


that way! 


Experience is a great teacher. It 


have been over. But the hazards and wrecks 
rear aren’t the ones we are trving 
the road ahead that counts. Let’s look to the 


hecause that’s where we will 


of our lives! 
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State in the nation. These buyers, 


countless mar- 


Make No Little Plans! 


One of the most priceless ingredients in the for- 
mula for success is vision. In putting forth our 
best efforts to meet the challenges of today, we 
should develop the ability to see beyond our work 
of the moment .”. . to visualize our ultimate achieve- 
ment. 

There is a vast difference between a visionary 
and one having vision. Vision without action is a 
pleasant preoccupation, but meets no payrolls! Man 
must think to plan wisely ... to establish ideals .. . 
to set goals for future attainment. Once ideals are 
formulated, a man should plan and muster his 
energies that he might achieve his goal. 

Successful businessmen have imagination, but 
more importantly, they have the courage of their 
imagination. They take risks, place bets—their 
reputation, for example—upon their dreams. With 
the job to be accomplished clearly in mind, the wise 
man marshals his resources to get the job done 
in the most efficient and economical manner. 

Look to a great tomorrow with BIG plans. Be- 
lieve they are reachable, and you will get the most 
from your efforts. Obstacles may confront you, but 
you will surmount them. A wise man once said, 
“Obstacles are those things we see when we take 
our eyes off the goal.” Just remember that trouble 
is often opportunity disguised in work clothes. 

And, speaking of troubles, bottlers everywhere 
acknowledge that a great many still beset the in- 
dustry. With profit all but erased from a large per- 





Recent surveys indicate that an in- 
creasingly large percentage of soft 
drink sales are being made through 
food stores such as these. Fruit 
juices, frozen concentrates, canned 
soft drinks and soft drink mixes are 
sold almost exclusively through food 
stores. 










centage of the industry’s sales, it is understand- 
able why many bottlers face the future with fore- 
boding. They suffer from the greatest depression 
of all—the depression of the spirit. Their visibility 
is low—very low indeed. 

My purpose is to dispel the gloom which might 
surround you; supplant your pessimism with op- 
timism; raise your depressed spirits; and persuade 
you to face a very promising future with plans for 
your own business which are BIG—big enough to 
perpetuate that -business through your own days 
and for those who come after you. 

Success is now being measured out to you. if 
that which you are now receiving seems meager 
and pitifully small, look to your plans, your ideals, 
your goals. If obstacles seem insurmountable, turn 
your eyes once again to the goal ahead. Though 
your plight be desperate, there is yet time if your 
plans are right. 

Visualizing the future of this industry and plan- 
ning for it are not easy. Of course, it is impossible 
to accurately predict for any future period-——even 
tomorrow. However, we can reasonably assume 
that certain things will come to pass. 

Many in this industry have been active in it for 
more than half a century. Could you have predicted 
today’s achievements 50 years ago? Would you have 
forecast our high-speed, pre-mix bottling lines, 
automatic case loaders, unloaders, electronic de- 
tectors, materials handling equipment, coin vend- 
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Sugar Loaf watches as Brazilians 





accept the invitation 


“Beba Coca-Cola” 


On the beach at Rio, in the shadow of 
famous Sugar Loaf Mountain, Coca-Cola 
is part of the Brazilian scene——just as it is 
part of the scene wherever people gather 
in the U. S. A. Around the world, 
Coca-Cola is wholesome refreshment. . . 
welcome refreshment. It brings the friend- 
liness of the States to good neighbors 
everywhere ...is the favorite of all who 
play refreshed or work refreshed. 
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ing machines, our greatly improved crowns and 
bottles, carton merchandising, modern delivery 
equipment or numerous other advancements? No, 
nor would you have predicted our present 175 bot- 
tles per capita annual consumption figure! 

Fifty years ago our annual per capita consump- 
tion of soft drinks was 13.3 bottles! 

Shortly after World War II, a sales executive 
representing one of our leading franchise com- 
panies had the audacity to predict that this indus- 
try would some day enjoy an annual per capita 
consumption of 200 bottles. His pronouncement was 
greeted with scorn, skepticism, and laughing re- 
buke—for then we had only about 133 bottles per 
-apita. Yet, in less than eight years. we have moved 
upward more than half way to that lofty goal. 
Many of our States have long since passed the 
mark. Others will also pass it. 

Few of you could name the man who made that 
prediction. He is no longer in the industry. But it 
is interesting to note that the company he repre- 
sented progresses steadily under this slogan: “Our 
past is but a prelude to our future.” 

Late in 1952, or early in 1953, President (A. B. C. 
B.) Bob Anderson affirmed his belief in this indus- 
try by optimistically predicting that we might reach 
the 200 bottles per capita goal this year! In less 
than 15 years this industry has increased its sales 
from 65 bottles per capita per year to 175 bottles 
nearly tripled! Our case sales have increased from 
362,796,900 to 1,132,550,000! The value of these 
case sales from $278,618,040 to $1,019,295,000! 

Today we represent an industry embracing 5,900 
plants in 2,650 communities and valued at nearly 
one billion dollars! It is an industry employing 
100,000 people. Annually we use 1,150,000 tons of 
sugar, 165,000,000 pounds of carbonic gas, 8,700,- 
000 gross of bottles, 200,000,000 gross of crowns, 
16,700,000 cases, over 500,000,000 cartons, and the 
50,000 motor vehicles we operate consume 1,500,- 
000 gallons of oil and more than 100,000,000 gallons 
of gasoline—on which we pay $5,100,000 in taxes! 
Our total expenditure for advertising and sales 
promotion will exceed $70,000,000 annually! 

We represent a BIG industry and one that is still 
growing. A reasonable assumption would be that 
we have grown at the expense of our competition. 
Such is not the case. Take a look at the facts. 

Competitive products have also grown in the past 
15 years. Consumption of coffee has increased from 
14 pounds per capita to more than 16 pounds; milk 
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from 330 pounds to more than 352 pounds; candy 
from 15.4 pounds to 17.3 pounds; ice cream from 
9.5 pounds to 16.1 pounds; beer from 12.3 gallons 
to 17 gallons; fruit juices from 3.8 pounds to 13.9 
pounds; and frozen juices and ades from .8 to 6.5 
pounds. 


Last year (1952) the sales of this industry were 
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8.5°, over the previous year. For the same period 
coffee sales were up 5°, frozen lemonade sales 


up over 90°, other frozen juices and ades up over 


40°. You also saw a tremendous increase in the 
consumption of concentrated beverage syrups. 

It doesn’t look as if we are growing at the expense 
of our competitors. They, too, are growing! Some- 
one has remarked that “America is going in a liquid 
diet.” It certainly appears to be! 

Recent surveys indicate that an increasingly large 
percentage of our sales are being made through 
food stores. Fruit juices and frozen concentrates, 
canned soft drinks, and soft drink mixes of all 
kinds are sold almost exclusively through food 
stores. It might be wise to take a quick look at 
some of these soft drink items which are now 
available to the American housewife. 

Frozen juice concentrates and ades, producing 
24-36 ounces of beverage from a 6-ounce can, usually 
cost from 14 to 19c¢ per can. Our own 24-32 ounce 
bottles can compete favorably with such items. 

The powdered soft drink business has grown ex- 
tensively in the last few years. They will enjoy 
sales of more than $15,000,000 this year at the 
manufacturers’ level! Each package of powder will 
make a half-gallon of beverage. You can buy six 
packages for 25c. That’s three gallons—the equiva- 
lent of 2's cases—-of drinks for a quarter. More 
than one quarter billion gallons of soft drinks will 
be made from powdered mixes this year. 

Although concentrated beverage syrups and ex- 
tracts have been on the market for many years, 
such items have sold only modestly until the last 
two or three years. Numerous new brands have 
been introduced in the past two years, most of 
them by bottlers and parent companies in this in- 
dustry. Several million gallons of home beverage 
syrup will be sold this year. Package sizes and 
prices vary as much as brand names. Beverages 
made from such syrups cost the consumer about 
the same as beverages made from powdered mixes. 

Many bottlers have been disturbed by the advent 
of some new canned soft drinks in a few markets. 
Sales in the East have been encouraging to the 
packers who plan to expand their can business next 
vear. It is difficult to estimate the future of canned 
soft drinks that must sell through chain super- 
markets at 6 for 41¢ in 6-ounce size; 6 for 59¢ in 
12-ounce size. The high price will restrict volume 
considerably. Six-ounce cans will probably be 
dropped after this season because of high produc- 
tion costs and resultant high selling price. 

After comparing the growth of our sales with 
the growth of competitive sales; and after analy- 
sing the consumption of all beverage items, I can’t 
understand why anyone should view our future 


with pessimism. All sign posts at our crossroads 
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BUT ONLY YALE GAS TRUCKS 
HAVE FLUID DRIVE 
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Smooth, trouble-free Fluid Drive gives you 3 to 8 times 
longer clutch life...saves costly, work-stopping 
clutch repair and too-frequent replacement. 


Less down time is just one of the big advantages of Yale-exclu- 
sive Fluid Drive. You get continuous, stall-free operation... 
smoother stops and starts to protect your load as well as your 
operator 






Other Yale Gas Truck features...many of them exclusive... be 4 
include rugged 65 HP Industrial Engine—safer, surer Automo- 4 
tive-type Brakes—Shockless Steering —Hypoid Gears. = 5 a Eee 








Yes, YALE Trucks and attachments lead in money-saving effi- 
ciency ...cut costs as much as 75% in industries everywhere. 
And, every Truck YALE makes. . . Gas, Electric, Diesel, LP-Gas 
or Gas-Electric . . . is subject to rigid Quality-Control checks at 
every stage of manufacture. 


The Manufacturing Co., Dept. 5612 
Roosevelt Blvd. and Haldeman Ave., Phila, 15, Pa. 


[] Please send my free copy of Picture Story of 
Yale Materials Handling Equipment, 








x Company 
Name =  — 
Street__._._£™—§ a 0 ees 


Ia Canada write: The Yale & Towne Mfg. Co., 
St. Catharines, Ontario, Canada 


MATERIALS HANDLING EQUIPMENT 


*Registered trade mark L CD GA COED GED GEE CUED RED GED GLENS GUEED CUED GHD GUND GEND GUND cEmD Gum mE cme - 


Gas, Electric, Diesel Lift Trucks * Worksavers *« Hand Trucks « Hand and Electric Hoists ¢ Pul-Lifts 
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today and on the road ahead point to greater sales 
and a steady and prosperous growth. 

A good salesman prepares himself by securing 
knowledge about three important factors. As sales- 
men of this industry, we must know our products, 
we must know our market, and we must know our 
competition before we can lay those big plans for 
our future. 

Each of you is fully aware of the products being 
manufactured in this industry. They are good, they 
are sanitary, they are healthful and wholesome. 
We support the sale of our products with good 
advertising and merchandising programs. 

We know the relative popularity of soft drinks 
now being bottled; that, for instance, colas enjoy 
about two-thirds of the total volume. The popularity 
of good flavors is increasing, as orange, lemon-lime, 
grape, and others. New products are being intro- 
duced with varying degrees of success. Quinine 
water, a relatively new item, is already a multi- 
million case product. Dietetic beverages are increas- 
ing in popularity. Canned soft drinks, previously 
mentioned, will also attract more consumers and 
support of more retailers. 

With regard to the future of products in our 
industry, I predict that fruit flavors, root beer, 
and special flavor items will win an ever-increasing 
share of the total volume ... that prices at whole- 
sale will be increased universally, not to a common 
level, but to levels proportionate to the size of con- 
tainers sold... that a 10c¢ retail price will soon 
become commonplace instead of exceptional... that 
profits for bottlers will be increased because of 
higher prices and greater volume but that our 
per cent of net profit will never again be as high 
as in pre-World War II years... that our adver- 
tising and promotional activities will be steadily 
increased, 

Furthermore, I predict that membership in our 
local, state, and national trade associations will be 
increased. We need the protection offered by such 
associations; the strength afforded to achieve com- 
mon objectives. We must guard against discrimina- 
tory taxation; we must increase our per capita sales 
and consumer acceptance. You wi!l someday see 
industry-wide advertising and promotional pro- 
grams. Like the dairy industry, which now plans 
to spend from six to ten million dollars annually on 
a cooperative advertising program, this industry 
will come up with a workable idea to promote the 
sale of all soft drinks. Although we are, first of 
all, Pepsi, Coke, Seven-Up, Canada Dry, Dr. Pepper 
or Grapette bottlers, there are times when we must 

and will be——oneé together in support of our in- 
dustry associations. Greater cooperation of all bot- 
tlers will evolve from these troubled times 


One of the most acute problems of our industry 


today is that of obtaining, and retaining, competent 
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personnel. Our labor turnover is terrific. Why? 
Because we cannot outbid other businesses in the 
labor market. We cannot pay the price for really 
good personnel. But we will! Higher prices will 
permit higher wages for better manpower. Better 
manpower will result in greater efficiency, more 
sales, and higher profits. Your business can be no 
stronger than the men representing it. Your plans 
for the future should include ways and means of 
securing and holding capable personnel. 

In the not too distant future there wiil be pre- 
sented a plan for this industry which will provide 
health and aecident insurance, hospitalization, dis- 
ability income, and retirement benefits for its em- 
ployees. Such a program could very easily become 
one of the strongest inducements for joining 
A.B.C.B. I hope that such a program can be de- 
veloped quickly as a means for creating a more 
stable labor force for the industry. The pessimist 
might declare this idea impossible; but I say to 
you that it is already working for similar groups 
in the nation. 

Lost bottles and bottle deposits constitute 
another major industry headache. Like prices, de- 
posits are sure to increase. When we increase de- 
posits we are likely to increase buyer and consumer 
resistance to returnable bottles. Both buyers and 
consumers dislike returnable bottles. For instance, 
nearly half of all urban families in this country 
purchase beer in cans. Over 60°; purchase beer 
in either cans or no-deposit bottles. Canned soft 
drinks are increasing in popularity solely because 
buyers like them. Retailers, particularly supermar- 
ket operators, dislike glass containers—-especially 
returnable ones! 

Buyers and consumers can dictate packing 
changes in this industry just as they did in the 
dairy industry. 

One solution to our packaging problem will be the 
one-way bottle for splits. This will become possible 
as our prices increase and the price of throw-away 
bottles decreases. Glass manufacturers may say 
“NO” to such an idea now, but if tin containers 
become more popular they will reconsider. 

Another solution will be the creation of an un- 
breakable returnable bottle. It is my guess that 
such a container will be made by fusing glass and 
plastics or some presently unknown substance. Such 
a container may be all glass or all plastic-——but 
unbreakable! And I suspect the cost will be no 
more than our present cost of bottles. Again our 
glass friends may say “NO,” but here is an inter- 
esting fact: the glass industry has made more 
progress in the last 25 years than in the previous 
2500 vears! Newer advancements can be anticipated. 
And the plastics industry is still in its infancy. 

But even with an unbreakable container, dealers 
will still resist returnable bottles. Of this you can 


be certain, dealers are going to levy a charge for 
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BLAST 
f your equipment 





CLEAN 


in half the time 


Here's the Oakite Steam-Detergent Gun 





—a low-cost cleaning accessory that 
works off your own boiler. It cuts plant- 
wide cleaning time in half... reduces 
Sanitation costs. 

Hooked up to your steam supply, the 
Oakite Gun gives you a powerful clean- 
ing combination of wet steam and de- 
tergent solution. You can regulate your 
mixtures and rinse merely by twisting 
a valve. 

The Oakite Gun not only eliminates 
costly hand-scrubbing, it also simplifies 


cleaning of high-level areas such as walls, 

















e ceilings. Gun is an excellent medium for 


stripping paint, too! 





J 
Save time cleaning... 
Bottle Washers 
2 Case Conveyors 
rf Filling Machines 
Closing Machines 
2 Carboys and Jugs 
Processing E4jvipment 
Floors 
2 Loading Platforms 
Garage Maintenance 
9 FREE—w ithout obligation, your local 
Oakite Technical Service Representative 
will gladly show you how even unskilled 
help can save sanitation costs... cut 
clean-up time with the Oakite Steam- 
Detergent Gun. Write Oakite Products, 
a Inc., 20C Rector Street, New York6,N.Y. 


gunn INDUSTRIAL Cleay, 


OAKITE 


ee avict 





4, 
"RIALS « metros * ® 


Technical Service Representatives in Principal Cities of U. S. & Canada 
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handling your empty bottles, your cases and cartons. 
Now is the time to make allowances for it. Dealers 
already charge one or two cents for redeeming 
coupons and complain that it isn’t enough. Don’t 
be surprised when you start paying 10c¢ or more 


per case for a handling charge. It’s coming! 


In addition to having a knowledge of your indus- 
Markets are 
people—-people with money. We now have the 


try, you should know your market 


largest and richest market in our history and it’s 
still growing and getting richer. 


People: Seventy-five years ago we had about 40,- 
000,000 people in this country; today nearly 160,- 
000,000. In 1880 life expectancy was about 40 years; 
today it is over 67 years and still climbing. By 1960 
we anticipate a population of 175,000,000; by 1975 
a population approaching 220,000,000! We have 
more and more people living longer and longer 
lives. 


Our Youth Market, always of vital importance 
to us, is also expanding rapidly. Today there are 
65°, more children under five than we had in 1940. 
There are 50° more in the five-to-nine group. As 
this group grows older, it will be accustomed to 
consuming large quantities of soft drinks. 


Money: Today families with incomes over $3,000 
are five times greater than in 1941. More than 
$-400,000 families have incomes over $5,000. The 
middle income family $3,000-$3,500) has 41% times 
the discretionary spending power it had in 1941. 
teal consumer purchasing power has increased 39° 
since 1940. 


Employment in the nation today is at an all-time 
high. If employment continues to grow in the same 
ratio as our population there will be 7,000,000 more 
employed by 1963. Wages are increasing. Individual 
income is being greatly increased. Today’s dollar, 
worth about 52c¢ in 1939 purchasing power, may 
be worth 54c¢ or 55c next year. The dollar is getting 
sounder, not weaker. 


Our total economy is much more stable now 
than it was 25 years ago. Economists are more 
optimistic about our future. No one anticipates a 
repetition of 1929. Money is plentiful, banks are 
safer, there’s less speculation, mortgages are in- 
sured, farmers and others get special help, govern- 
ment spending is high, and the government has 


more power to fight downturns and depressions. 


Certainly there shall be unrest. wars and rumors 


of wars, economic fluctuations, and constant 
changes in our mode of living. However, I firmly 
believe that we shall move upward to an even 
higher standard of living, one shared by more and 
more of our people. For this industry it will mean 


more people with a desire and the means to pur- 


chase our products. Never has our market picture 


heen so bright! 


Know your product) know your market -know 
your competition. We have already discussed our 
competition to some extent. We have noted the 
areas of competition, the success being enjoyed 
by certain types of competitive products. In the 
years ahead we will continue to have competition 
from outside our industry from products serving 
the same purpose as our own. Products on the 
market today may continue gaining popularity 


newer ones will come along. 


Our big plans for the future should include pro- 
duction, advertising and merchandising programs 
that will nullify the gains of competition and win 
from it an ever larger portion of the total beverage 
market. And the total beverage market—soft drink 
market—is huge! 


We can increase our sales in two ways: (1) By 
securing new customers and consumers; (2) By 
increasing sales to our present customers and con- 


sumers. 


Various gsurveys indicate that only 60-75°, of 
the families in America buy bottled soft drinks. 
Assuming that to be true, our present consumers 
are doing far better than that 175 bottles per 
capita! It would be nearer 275 bottles! We have 
a tremendous market potential in that 25-50, of 
the families which do not now purchase our prod- 


ucts. 


You can improve your business in the days, 
months, and years ahead. You can make progress. 
Think good business, talk good business, and we'll 
do good business. Be positive and optimistic in your 


thinking and planning for the future. 


Wherever a man decides to go, he is starting 
from where he is now. The golden milestone in 
the Roman Forum, from which one could begin his 
journey to the four quarters of the globe, has its 


counterpart in every man. 


Men who plan with discretion and vision will be 
in position to take advantage of every circumstance 
that will help them on their way: those who do 
not know clearly where they are going cannot even 
recognize opportunity when it comes to them. 


Planning must allow for change. One needs to 
persist in carrying out plans, or they are of no avail, 
but flexibility is wanted, too. A detour here and 
there may be a good thing, to gather or share ex- 
perience, so long as the general direction shown 


on the map is followed. 


The future belongs to those who prepare for it 
Your journey into the future can begin with a 


single step today. 
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GEO. J. MEYER MANUFACTURING CO. 


CUDAHY, WISCONSIN U.S.A. 


Dargest plant in he world devoted vactasively te Che manufacture of tMling egaipment 








Camera Highlights... 


ALL IN GOOD FUN 





Soft drink bottlers of South Carolina, at their 29th annual 
convention he!d at the Poinsett Hotel in Greenville, S. C.., 
enjoyed a bit of levity before settling down to the serious 
business of the convention. The three bottlers are showing 
their distaste for competitors’ product. Left to right: Henry 
S. Pyatt, a Coca-Cola bottler from Greenwood, is caught 
red-handed with a Pepsi Cola; T. E. Addison, Canada Dry 
man from Clinton, is about to sample a Royal Crown but 
isn't happy about it; R. A. Jolley Sr. of the Royal Crown 
Bottling Co. of Greenville is resorting to the standard 
method of taking castor oil as he contemplated drinking 
a Coca-Cola. 





These giant drums containing the ingredients for the man- 
ufacture of Schweppes Quinine Water were shipped from 
England to the Schweppes plant adjacent to Pepsi Cola’s 
Long Island City bottling plant. The first American-bottled 
Schweppes Tonic Water rolled off the production line at 
the East River plant recently and is now being distributed 
to major grocery chains and supermarkets. 


IT WAS A WONDERFUL EVENING 





An evening of good food and fine entertainment was en- 
joyed by all at the Dinner and Entertainment held at the 
Hotel Sherman in Chicago during the 35th annual exposi- 
tion of the American Bottlers of Carbonated Beverages. 
The entertainment, was headlined by Eddie Fisher, cour- 
tesy of The Coca-Cola Co. He is shown here (left) swap- 
ping “business stories’ with M. J. Becker, Editor of the 
National Bottlers’ Gazette. 
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“Gold Bottle Club” awards were presented at the recent 
annual meetings of Canada Dry bottlers, to five bottlers 
who qualified for membership in the exclusive group on 
the basis of percentage increased in per capita sales of 
Ginger Ale. From left to right: G. RB. Bayles, manager of 
Canada Dry’s U. S. License department; Nicholas Latto 
of Charleston, S. C.; Abraham Biederman of Atlantic City, 
N. J.. Joseph Barbara of Endicott, N. Y.; and James W. 
Ellis, vice president of Canada Dry. The other two winners 
were the Canada Dry Bottling Companies of Wichita, 
Kansas, and of Albuquerque, N. M. 
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BEVERAGE PRICES 


WHAT THEY ARE—AND WHERE 













Lenn een 5 
» g MONTANA 


LEGEND: 


[|] Outlined areas—solidly higher prices. 


fi! 


Shaded areas—prices moving upward. 
M@ Redareas —-solidly pre-war prices. 


With the map above, which pictures the nation-wide price situation in three broad classifica- 
tions, and the tables which follow, (next page) which give specific price ranges by selected cities 
in 48 States, N.B.G.’s monthly department continues its task of keeping the industry fully in- 
formed on the trend of wholesale beverage prices. 


The map shows a sharply defined line of demarcation between States generally at higher prices 
and those at the “traditional” levels. Those shaded are in a transitional stage, with most bottlers 
having broken away from the old base prices, but still far from the levels of bottlers in States shown 
in simple outline. 


In order to make this department as accurate and timely as possible, we cordially invite our 
readers to submit at any time price information with regard to their own activities, or of their com- 
munities. Price data may be identified as to brand, but should be restricted to the three sizes listed. 
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SPEEDS 


YOUR NEXT BIG STEP TOWARD 


“Maximum Efficiency / 
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HANDLES 
CARTONS, TOO 


No adjustment necessary to re- 
move bottles from cases in car- 
tons. No scarred bottles. 


MILLER HYDRO 


Eliminate one of the last slow, hard and costly 
manual jobs in the bottling cycle. The trouble- 
free Miller Hydro Air-Matic Decaser brings 
new ease, speed — and best of all — new eco- 











PRODUCTION 


Fool-proof, automatic operation— 


nomy through efficiency to your plant. Why 
no costly pauses or delays in flow wait! Hen it quickly pays for itself. 


of bottles. 
Let Us Send Complete Information—Write Now! 


MILLER Hypro CoMPANY 
Manufacturers of Miller Hydro Bottle Washers © Miller Hydro . 2 , ge, hi ; 


Case Packers @ Miller Hydro Bottie Conveyors © Miller- 

Kendall Mixers @ Miller Hydro Inspection Lights @ Miller ae a ae 
Hydre Air-Matic Decasers @ Miller Hydro Air-Matic Case Pie enn re JOUN MULKERN CO. sam veanciace 
Cleaners 











Serving Bottlers 
Since 1913 





BEVERAGE PRICES 





Cities 





Aliceville 
Anniston 
Birmingham 
Boaz 
Fayette 
Gadsden 
Gordo 

Guin 

Jasper 


"Montgomery 


Mobile 
Russellville 


Cities 





Phoenix 
Tucson 
Safford 
Douglas 
Yuma 


Cities 





Fort Smith 
Jonesboro 
Little Rock 
Texarkana 
Fayetteville 
Camden* 
Eldorado* 
Fordyce* 











* $2.75 price ig on no-deposit quarts. 











*All except Dr. Pepper and Coca-Cola. 


Cities 





Sacramento 
Stockton 
Berkeley 
Oakland 


San Francisco 


San Jose 
Fresno 
Bakersfield 
Pasadena 
Los Angeles 
Long Beach 
San Diego 


Cities 





Denver 


Colorado Springs 


Pueblo 
Greely 
Sterling 
Trinidad 
Alamosa 
Salida 














ALABAMA 
6-8 oz. 10-12 oz. Quarts 
.96 
96 
.96 96 2.00 
96 
.96 | 
96 | 
.96 
96 
.96 
.80 80 
.80 80 
96 
ARIZONA 
6-8 oz. 10-12 oz. Quarts 
-80-1.10 -80-1.10 1.25-1.90 
.80- .90 .80-1.10 1.25-1.60 
80 80 1.25-1.60 
.80- .90 1.25-2.75* 
1.10-1.20 1.20 1.25-2.10 
ARKANSAS 
6-8 oz. 10-12 oz. Quarts 
80 80 
.80 .80 
.80 .80 
.80 80 
80- .85 .80- .85 
80- .96 .80- .96 
80- .96 .80- .96 
80- .96 .80- .96 
CALIFORNIA 
6-8 oz. 10-12 oz. Quarts 
.90-1.30 1.35 1.60-1.80 
90~1.10 1.10-1.20 1.60-1.80 
90-1.20 1.20 1.25—1.60 
90-1.20 1.20 1.25-1.69 
9@-1.20 1.20 1.25-1.60 
1.00-1.20 1.30 1.50 
1.00-1.30 1.30 1.60—2.00 
1.20-1.30 1.30 1.60-2.25 
1.35 1.35 1.80-2.25 “ 
1.35 1.35 1.80-2.25 
1.35 1.35 1.80-2.25 
1.20-1.35 1.35 1.60-2.00 
COLORADO 
6-8 oz. 10-12 oz. Quarts 
.80- .96 .60-1.00 1.15-1.40 
1.20 1.30 1.15-1.40 
1.20 1.30 1.15-1.40 
1.00 1.00 1.15-1.40 
1.40 1.40 1.20-1.60 
96 96 1.20-1.40 
1.25 1.25 1.60 
1.25 1.25 1.60-1.80 
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BY STATES 








Cities 





Waterbury 
Hartford 
New Haven 
Bridgeport 
Norwalk 


Cities 





Wilmington 


Cities 





Washington 


Cities 





Pensacola 
Tallahassee 


Jacksonville* 


Orlando* 
Lakeland 
Tampa* 


St. Petersburg* 
W. Palm Beach* 


Miami* 
Key West* 


* All except Coca-Cola, 


Cities 





Atlanta 
Augusta 
Macon 
Columbus 
Savannah 
LaGrange 
West Point 
Valdosta 
Albany 


Cities 





Boise 

Twin Falls 
Pocatello 
Lewiston 
Payette 


Cities 





Cairo 
Joilet 
Chicago 
Decatur 
Peoria 
Rockford 
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CONNECTICUT 
6-8 oz. 10-12 oz. Quarts 
-80-1.12 1.00-1.20 1.25-1.85 
.80-1.12 1.00-1.20 1.25-1.85 
-80-1.12 1.00-1.20 1.10-1.85 
-75-1.12 1.00-1.20 1.00-1.85 
.80-1.00 1.00-1.20 1.00-1.85 
DELAWARE 
6-8 oz. 10-12 oz. Quarts 
.80- .96 .80- .96 1.00-1.60 
DISTRICT OF COLUMBIA 
6-8 oz. 10-12 oz. Quarts 
-70-1.20 .80-1.20 .80-1.65 
FLORIDA 
6-8 oz. 10-12 oz. Quarts 
.80 
.80 
.80- .96 
.80— .96 
80- .96 
.80- .96 
.80- .96 
.80- .96 
.80- .96 
80- .96 
which is .80. 
GEORGIA 
6-8 oz. 10-12 oz. Quarts 
. .80- .96 .80-— .96 1.66-2.00 
.80-1.00 .80-1.00 1.60-2.00 
.80 80 .80 
80 .80 .80 
.80— .96 .80-— .96 1.60 
.80- .96 80- .96 1.60-2.00 
.80- .96 80-— .96 1.60-2.00 
.80- .90 80- .90 1.60 
.80- .85 80- .85 
IDAHO 
6-8 oz. 10-12 oz. Quarts 
.90 .90-1.00 1.60-1.80 
1.35 1.35~—1.50 1.60—1.80 
1.35 1.35-1.50 1.50-1.80 
1.60 1.60 1.50-1.80 
.80-1.00 .80-1.00 1.60-1.80 
ILLINOIS 
6-8 oz. 10-12 oz. Quarts 
.80- .96 .80- .96 
1.20 1.20 1.60 
-75-1.20 .80-1.20 .80-1.90 
1.00-1.40 1.00—1.40 1.20-1.60 
-79-1.40 1.40 1.85 
.80-1.20 .80-1.20 1.00-1.60 


Rpou-(oke refreshes without fillin 


Heariaaye wouldn't be holidays without 
abundant hospitality. But happily even 
holiday abundance is no longer measured 












by the number of inches it adds to our 
waistlines. 


The modern taste is for plenty of light, 
non-filling food and drink. That’s why 
today’s Pepsi-Cola is light, dry (not too 
sweet) reduced in calories. 


Pepsi is the modern, the light 
refreshment. It refreshes without filling. 


This holiday, drink 
Pepsi-Cola, serve , 
Pepsi-Cola whenever 
refreshment’s called for. 
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Chemicals you live ty 


























MEET... 


SEQUET 


THE 


ANNIE OAKLEY 
OF 


BOTTLE WASHING 
































DIAMOND'S Sequet™ is an additive that justifies its higher 


cost by greatly reducing the final over-all cost of washing. 


You can add Sequet to Hi-Test, to caustic soda, to whatever 
you are using—and get better results. Sequet controls scale 
by overcoming costly hard water problems. It steps up the 
cleaning and detergent action of other compounds. It improves 
rinsing by reducing alkali carry-over. Furthermore. Sequet 
makes your alkali go farther. Just a very little Sequet makes 
your other compounds go a lot farther! 

For the explanation of why and how all 


this is true. ask for the Sequet Pamphlet. 


Your DIAMOND Technical Representative 
will make the necessary tests for you and 
demonstrate how to put Sequet to work. And 
you can expect sparkling, brighter bottles 
at less cost. 


DIAMOND 


TECHNICAL 
service 















CALL Now 


-+. THE NEAREsT 


DIAMOND SALES OFFICE 
FOR LITERATURE AND 


DEMONSTRATION 





Ma. 
DIAMOND 





DIAMOND WASHING AND CLEANING COMPOUNDS 








DIAMOND ALKALI COMPANY ° CLEVELAND 


CHEMICALS 


Cities 





Evansville 
Indianapolis 
Terre Haute 
Gary 


Cities 





Sioux City 
Dubuque 
Cedar Rapids 
Des Moines 
Davenport 
Council Bluffs 
Burlington 
Waterloo 


Cities 





Topeka 
Wichita 


Cities 





Covington 
Louisville 
Frankfort 
Lexington 
Paducah 
Bowling Green 
Middlesboro 


Cities 





Amite 
Alexandria 
Hammond 
New Orleans 
Shreveport 
Bogalusa 
Thibodaux 
Lockport 
Grand Isle 
Lafayette 
Monroe 
Minden 
New Iberia 


Cities 





Auburn 
Bangor 
Lewiston 
Portland 


Cities 





Baltimore 
Hagerstown 
Annapolis 
Salisbury 
Cumberland 
Silver Springs 






































INDIANA 
6-8 oz. 10-12 oz. Quarts 
.80- .96 .96 1.25-1.60 
.80 96 
.80- .96 .80- .96 1.20-1.60 
.96-1.10 .96-1.10 1.20-1.40 
IOWA 
6-8 oz. 10-12 oz. Quarts 
.80- .96 .80- .96 1.30-1.85 
.80-1.20 .80-1.20 1.50-1.85 
.80- .96 .80-1.20 1.40-1.85 
-96-1.20 .96-2.40 1.45-1.85 
.80-1.20 1.20-2.40 1.30-1.85 
.80- .96 .80- .96 1.10-1.85 
.80 .80- .96 1.10-1.40 
.96-1.20 1.20 1.60-1.85 
KANSAS 
6-8 oz. 10-12 oz. Quarts 
96 .96-1.00 
.80 86 1.25-1.60 
KENTUCKY 
6-8 oz. 10-12 oz. Quarts 
96 
.80-1.12 96 
-70— .80 96 
.80 96 
.80 .96 
80 
1.00 1.00 
LOUISIANA 
6-8 oz. 10-12 oz. Quarts 
.83-1.00 .83-1.00 
.83-1.00 .83-1.00 
.83-1.00 .83-1.00 
-78— .811/. 8 11/2-.82 
.96-—1.00 .96-1.01 
1.00 1.00 
96 96 
96 96 
.96 .96 
1.00 1.00 
85 85 
1.00 85 
1.00 1.00 
MAINE 
6-8 oz. 10-12 oz. Quarts 
80-90 80-96  1.90-2.65 
.90-1.10 1.10-1.20 1.20-1.80 
.80- .90 .80- .96 1.90-2.65 
-72- .96 .80- .96 1.00-1.60 
MARYLAND 
6-8 oz. 10-12 oz. Quarts 
.80- .96 .80- .96 1.00-1.60 
.80- .96 .80 1.20 
.80 .80- .96 1.20 
.80- .96 .80- .96 1.20 
.80- .96 .80- .96 
.80- .96 .80- .96 1.20-1.40 
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Cities 













Boston 
Fall River 
New Bedford 
Taunton 
Springfield 
Worcester 


Cities 





Marquette 
‘Bay City 
Grand Rapids 
Saginaw 

Flint 

Lansing 
Jackson 
Detroit 
Kalamazoo 


Cities 





Minneapolis 
Duluth 

St. Paul 
Rochester 
Winona 

Red Wing 
Detroit Lakes 
Austin 
_Moorhead 
Owatonna 


Cities 





Greenville 
Vicksburg 
Meridian 
Jackson 
Laurel 
Columbus 
Grenada 


Cities 





St. Joseph 
Hannibal 
Kansas City 
St. Louis 
Jefferson City 
Springfield 
Joplin 

Poplar Bluffs 


Cities 





Great Falls 
Helena 
Missoula 
Anaconda 
Butte 
Billings 
Havre 
Kalispell 
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MASSACHUSETTS 
10-12 oz. 


6-8 oz. 








-70- .96 








.80-1.20 























1.00-1. 
-70- .96 .80-1.20 1.00-1.60 
-70- .96 .80-1.20 1.00-1.60 
.70- .96 .80-1.20 1.00-1.60 
72-1.12 .80-2.08 1.25-1.60 
.65- .96 .65-1.20 .80-1.80 
MICHIGAN 
6-8 oz. 10-12 oz. Quarts 
1.25 1.50 1.50-1.80 
.90-1.12 1.10-1.25 1.44-1.60 
-90-1.00 1.25 1.35-1.90 
.90-1.00 1.10-1.25 1.44-1.60 
.90-1.00 1.10-1.25 1.44~1.60 
.90-1.00 .96-1.25 1.25-1.60 
.96-1.00 1.10-1.25 1.20-1.85 
.96-1.12 1.10-1.25 1.45-1.60 
.90-1.00 .98-1.25 1.35-1.85 
MINNESOTA 
6-8 oz. 10-12 oz. Quarts 
.96-1.20 .96-1.20 1.20-2.20 
96-1.20 1.00-2.05 1.35-2.00 
.96-1.20 
1.20 1.35 
1.20 1.35 
1.20 1.20 
1.20 1.40 
.96-1.20 1.35 1.65 
1.20 1.40 
1.20 
MISSISSIPPI 
6-8 oz. 10-12 oz. Quarts 
80 .80 80 
.80 80 .80 
.80 80 80 
.80 80 80 
.80 .80 80 
96 .96 .96 
1.00 1.00 1.00 
MISSOURI 
6-8 oz. 10-12 oz. Quarts 
.80- .96 .80-1.00 
.80- .96 -96-1.10 
.90- .96 .96-1.10 .90-1.65 
96 .96 
.85-1.00 .90-1.10 
80 80- .96 
.80- .96 .80- .96 
MONTANA 
6-8 oz. 10-12 oz. Quarts 
1.20 
1.20 1.75 
1.20 1.40 1.65 
1.20 1.20 1.70 
1.20 1.20 
.80-1.20 .80-1.20 2.40 
1.20 1.95 
1.50 1.50 2.00 









Hey Me ee! 


..-and how to have one! 


Most folks prefer at year’s end to look backward and take 
inventory of the past year. Here at Virginia Dare we prefer 
to cast our eyes and hopes forward... with the resolution 
to make the most of the coming year! If you are interested 
in making the most of the coming year in terms of sales... 
right now you're probably thinking about increased soft 
drink sales protential... still yours for the asking! Are 
you bottling Imitation Grape now? If so, are you com- 
pletely satisfied with the Imitation Grape you bottle . . 
in terms of flavor? in terms of uniformity? in terms of 
sales? Leading bottlers across the country year after year 
have made happy sales years with Virginia Dare Vin Vie 
Imitation Grape... acclaimed as the finest Imitation Grape 
ever offered to the bottling trade! Join in, in °54! Check 
m today on 


"VincrsaDane VIN-VIE 


(IMITATION GRAPE) 




























| Vino! Vine 
St, Se 
s 





Sees iL. 











eens tote ee 
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Representatives in Principal Cities + 


IRGINIA DARE 





EXTRACT CO., INC. 
Bush Terminal Building No. 10 
Brooklyn 32, New York 
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Our best wishes for a 
Merny Christmas 


and a Lappy 








Bottlers the world over 
have invested in nearly 
2000 CEM FILLERS 
... Such approval 
must be earned. 





CROWN CORK & SEAL COMPANY .- 
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New Year 


CEM 6-28 


MACHINE SALES DIVISION 





SUPER CEM 
50 


BALTIMORE 3, MD. 


Cities 





North Platte 
Grand Island 
Omaha 
Lincoln 
Scottsbluff 
Norfolk 
Columbus 
Fremont 


Cities 





Reno 
Carson City 
Las Vegas 


Cities 





Keene 
Claremont 
Rochester 
Manchester 


Cities 





Perth Amboy 
Paterson 
Passaic 
Newark 
Jersey City 
Trenton 
Camden 


Cities 





Santa Fe 
Albuquerque 
Roswell 
Hobbs 
Carlsbad 


Cities 





Albany 
Hudson 

Troy 
Schenectady 
Syracuse 
Binghamton 
Amsterdam 
New York City 
Niagara Falls 
Buffalo 

Olean 
Jamestown 


Cities 





Asheville 
Charlotte 
Greensboro 
Raleigh 
Wilmington 
Winston-Salem 


NEBRASKA 



































6-8 oz. 10-12 oz. Quarts 
1.20 1.20 

1.20 1.20 

80 96 

1.20 1.20 

1.30 1.39 

1.20 1.40 

1.20 1.40 

80 .80 

NEVADA 

6-8 oz. 10-12 oz. Quarts 
1.20 1.20-1.35 1.80 

1.30 1.30-1.35 1.80 

1.35 1.55 1.80 

NEW HAMPSHIRE 

6-8 oz. 10-12 oz. Quarts 
1.20 

1.40 1.20-1.40 

.80- .96 96 1.20-1.60 
.65- .96 -96-1.20 80-1.60 

NEW JERSEY 

6-8 oz. 10-12 oz. Quarts 
.96 1.20 1.60 

-70- .90 .90-1.00 1.00-1.25 
-70- .90 -90-1.00 1.00-1.25 
.75- .96 1.10-1.20 1.00-1.44 
.60- .95 1.00-1.15 1.00-1.35 
.95-1.05 1.00-1.20 1.35-1.50 
-75-1.20 .90-1.20 1.00-1.60 

NEW MEXICO 
6-8 oz. 10-12 oz. Quarts 
.80- .90 .80- .96 1.45-1.60 
80 80- .96 1.45-1.60 
.80-1.00 .80-1.20 1.60 
.80-1.20 .80-1.00 1.60 
.80-1.00 .90-1.20 1.60 
NEW YORK 

6-8 oz. 10-12 oz. Quarts 
96 .96-1.20 1.30-1.80 
.96 1.30-1.80 
.96 1.30-1.80 
96 .96-1.20 1.30-1.80 
96 1.30-1.80 
.96 1.30-1.80 
.96 .96-1.20 1.30-1.80 
.96-1.20 .56-1.20 1.20-1.80 
.96 1.40 

.96 1.20 1.45 

.90 -96-1.20 1.40 

.96 1.20 1.40 

NORTH CAROLINA 

6-8 oz. 10-12 oz. Quarts 
.80- .96 .80-— .96 1.20-1.60 
.80- .96 .80- .96 

.80 .80- .96 1.60 

.80- .96 .80-2.08 1.20-1.60 
.80 -80-1.60 1.50-1.65 
80 .80- .96 1.60 





(Continued on Page 71) 
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Red Rock Cola Company Wins Final 
Decision In Antitrust Case 

In previous issues of this publication our sub- 
scribers were informed of the suit brought by Red 
Rock Bottlers, Inc. (formerly exclusive distributor 
of Red Rock products) against the Red Rock Cola 
Company in the United States District Court in 
Atlanta, Georgia, claiming damages for alleged vio- 
lation of the antitrust law. 

A final decision was handed down in this case on 
October 13th, in favor of the Red Rock Cola Com- 
pany, thus completely denying all claims made by 
Red Rock Bottiers, Inc 

On March 20, 1950, the distributorship of Red 
Rock Bottlers, Inc. was terminated and since that 
time, and at the present time, Red Rock products 
are distributed directly by the manufacturer, The 
Red Rock Cola Company, 115 Jackson Street, At- 
lanta, Georgia. 


Cold Soft Drinks Can Help Sell Gasoline 


Service stations can lure more motorists off the 
highways with cold soft drinks as a major attrac- 
tion, Leonard M. Green, president of the Dr. Pepper 
Co., told more than 600 members of the Petroleum 
Marketers Association of Texas at the recent an- 
nual banquet. 

“Service stations must have a well-rounded, di- 
versified program to pull the cars into their drive- 
ways and give the attendant-salesman the chance 
to sell his principal products,” said Mr. Green. An 
important phase of such a diversified program, he 
added, is the provision of cold soft drinks for the 
customers. 

As a superintendent of service stations and divi- 
sion manager for The Texas Company prior to his 
association with Dr. Pepper in 1947, Mr. Green is 
well equipped to analyze some of the oil industry’s 


problems. 





TAKING NO CHANCES 


C. D. Powell, owner of the Double-Cola Bottling Company 
of Perry, Iowa is a great believer in advertising and per- 
sonally supervises the erection of all his Double-Cola 
signs, as this picture shows. He started bottling Double- 
Cola this summer and is operating in five counties. 
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mo wonder 
mommys 





ee en , | 
kis sing Santa, ( Ags 


Isn’t that a pretty natural reaction when she’s just been 
presented with a beautiful basket of Christmas delicacies 
and particularly when the many wonderful delicacies 
are immediately recognizable in all their luscious good- 
ness in colorful, attractive glass containers. 
Of course, that isn’t the only reason for her happiness. 
She’s just plain glad it’s Christmas. 
And that about sums it up for the entire Brockway 
organization. We're glad it’s Christmas too because it 
provides us with an excusable reason to stop extolling 
the virtues of Brockway Glass Containers long enough 
to wish all of you a wonderfully happy holiday season. 






































‘Brocxway Guass 


COMPANY, INC. 





Brockway, Pennsylvania 


Muskogee, Okla. Lapel, Ind. 
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Towmotor with Revolving Roll Clamp high-stacks 1'/,-ton 
roll of paper at Gibraltar Corrugated Paper Co., Inc 


Keep UPKEEP Down! 


Towmotor often doubles storage space ... speeds production... 
loads and unloads three and four times faster—with greater savings, 
because Towmotor helps you keep upkeep down by handling more 
tons per dollar! That's the kind of performance that counts with 
the man who signs your pay check, 

Your operators will welcome TowmoTorque, the drive that elimi- 
nates shifting. And Power Steering that does 80% of the work. 
And the new “Cushioned Power” Diesels that give new power and 
economy. Plus many other Towmotor features that help keep upkeep 
down. Send today for book on TowmoTorque and Power Steering. 
TOW MOTOR CORPORATION, Div. 6212, 1226 East 152nd Street, 


Cleveland 10, Ohio. 





TOWMOTOR 


THE ONE-MAN-GANG 





b 
« 


FORK LIFT TRUCKS and TRACTORS 
Since 1919 
TOWMOTOR ENGINEERED FOR QUALITY PERFORMANCE 





Have the Courage of 
Your Own Convictions 


An article dealing with the experience of a small 


bottler in breaking the price barrier in a highly com- 


petitive Eastern market. 


by WILLIAM F. TIERNEY 
Gen. Mgar., Tierney Beverage Co. 
Bayonne, New Jersey 


ot 


Dear Editor: 

We have followed your efforts to 
induce bottlers to break the price 
barrier with avid interest. We hope 
you will continue your efforts, 
which are so necessary in these 
periods of rising costs. 

We have taken the liberty of en- 
closing a brief condensation of ow 
experience in this particular prob- 
lem, in hope that you might find it 
worthy of presentation to your 
readers. It is our hope that ow 
success might be of some encour- 
agement to those small bottlers, 
who have hesitated to act. 

The smaller private label bot- 
tler has varied and complex prob- 
lems, that are a great deal unlike 
those that confront the franchised 
bottler, who has the parent com- 
pany to aid him in some phases of 
this industry. 

The Price Map, which you pub- 
lish, is a never ending source of 
interest to us. Our observations in- 
dicate that many bottlers are con- 
tinuing to attempt to operate along 
traditional price lines, and this is 
the factor that prompted the pres- 
entation of our article. 

Please accept our thanks for your 
efforts on behalf of the nation’s 
bottlers. Your magazine is a never- 
ending source of information, that 
we would be unable to get other- 
Wise, 

WILLIAM F. TIERNEY 
General Manage) 
Tierne y Beve rages, 


Bayonne, N. J 


F on many years we had realized the 
inadequacy of the price structure un- 
der which we were attempting to 
operate. It was a problem that was 
common to the many small bottlers 
in our area. We were competing with 
some of the major independent bot- 
tlers in the nation, as well as some of 
the stronger franchises. They had suc- 
cessfully increased their prices with- 
out any apparent loss of volume, helped 
by their powerful merchandising pro- 
grams. The philosoophy of the small 
bottler was to keep his prices down in 
order to compete successfully with 
these beverage giants. 

This philosophy was taking its toll. 
Equipment was deteriorating, with no 
available funds to replace them. It was 
a meagre existence at best. All were 
aware of the dilemma that the low 
level price structure had placed them 
in. In addition, the giants had so or- 
ganized their price structure that the 
retailer’s profit was greatest with 
their products. The dealers were quick 
to recognize this profit advantage and, 
as a result, the consumers were given 
those brands which realized the great- 
est profit for the dealer. Who could 
blame him? This was good business. 

Several meetings were held by the 
local bottlers’ organization in order to 
discuss the local price situation. 
Prices ranged from 90 cents to $1.20 
for quarts and from 60 to 80 cents 
for 7 ounce goods. The meetings were 
to no avail. One bottler wanted one 
price, another more, another less. They 
held firm to the philosophy that under- 
selling was the only method of compet- 
ing with their fellow bottlers. This at- 
titude was unhealthy for both the indi- 
vidual bottler and the industry. The 
result of these meetings was an ab- 
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solute “nothing”. The problem still 
existed and was rapidly becoming a 
nightmare. 

After some deliberation, it was our 
decision to act independently. We an- 
alyzed our costs, our selling prices, our 


competitors’ selling prices, dealer 


mark ups and sundry details related 
to the price structure. There was only 


raise the 
price’. We felt that in view of the ris- 


one solution and that was 


ing cost of containers and the increas- 

ing lack of, returns under the current 

volume would be compensated for by 
the price increase. 

In raising our prices, our aim was 
two-fold: 

1. We needed a price increase to oper- 
ate normally and efficiently, to con- 
tinue to use quality flavors and ex- 
tracts, to replace worn out and obso- 
lete equipment, and to pursue a 
healthy program. 

2. To price our products and adjust the 
retail selling price so that a dealer’s 
profit percentage in relation to cost 
would be equal to or greater than 
that of any of our competitors. 
The accompanying chart will indi- 

cate both our old and new prices as 

compared to those of our principal 


competitors : 


products were going to the consumer 


with the invaluable cooperation of the 
dealer, who now associated our bev- 
erages with his profits. 

After over a year of operation at 
this new price level, we can only repeat 
the age-old adage; “why didn’t we do 
it before ?’’ Our delivery equipment is 
in excellent condition, more so than at 
any time in our 63 years of operation. 
Our green and white trucks are a 
soource of pride to every member of 
our organization, and have received 
much attention from the public. We 
have replaced several pieces of major 
equipment in the past year and are 
considering greater expansion in the 
not too distant future. None of this 
would have been possible had we re- 
mained at our previous price level. 

Our fellow bottlers still maintain 
their old, unprofitable philosophy for 
the most part. This article is not in 
tended as a critique, but as a sincere 
statement of our experiences in break 
ing the price barrier, by a small bot 
tler in what we consider to be one of 
the most competitive areas in the 
country. We are convinced we made 
no mistake, and are certain that our 
dealers are much more aware of the 


profit advantages in beverages as com 


or 


DEALER SELLING MARK UP 
COST PRICE PROFIT OF 
PRODUCT PER CASE PER CASE PER CASE COST 
Brand A $1.85 $2.76 91 19.19 
Brand B 1.20 1.80 .60 50.00 
Tierney (Old Price) 1.20 1.80 .60 50.00 
Tierney (New Price) 1.45 2.40 95 65.51 


We were now able to compete on a 
healthy basis. There is no denying that 


in February, 1952, when we announced need 


our new prices, we were skeptical 
about the success of our venture, but who 
we were firm in our conviction that 
there was no other solution. 

The response was quickly evident. 
We lost two accounts, and that is all 
we did lose. For the first two weeks 


volume was off, but this was directly of all 
due to the fact that prior to the in- sound 


crease we gave all dealers an oppor- 
tunity to stock up at the old price. The 
third week indicated a volume increase 
and this increase has continued until 


now. Dealers were quick to recognize 





our revised profit schedule and our 
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price 


prices of 


and 


to 


possible only 


be cooperative, 
carbonated 
increased since tk 


relation to other 


bottlers 


bring 


with 


> pre-war 


items. 


can only re 
healthy 


industry 


the consi 


a price 


your own convictions. 


pared to the other items they stock. 

We urge other bottlers to act if they 
increase. They will be 
surprised to find the number of dealers 
since they 
recognize how comparatively little the 


beverages have 


period, In 


A sound price structure on the part 


sult in a 
It is a 


moral obligation on the part of every 
bottler 


imer the 


finest beverages possible and if this is 


Increase 


then by all means have the courage of 








EVERYONE A LEADER 


MONTREAL PALE DRY 










(The number | independent ginger ale — 2 oz.) 


CLUB SODA SALTS 


(No. 1918-locks "FIZZ" in—I! unit makes 600 cases large—$3.75) 


‘‘FO-ME”’ ROOT BEER 


(+1855 — 4 oz. creamy & foamy with color — a favorite) 


“TASTY” ORANGE 


(2 oz.—heavy cloud, colored, low cost, with long shelf life.) 































LEMON UP unit 


(Delicious, economical — 2 oz. — a fast seller) 





WRITE US TODAY! ! 








és 


Ve€ Hatns amm, Inc 


329 CANAL STREET 


NEW YORK 13, N.Y 


A COMPLETE LINE OF FLAVORS FOR EVERY NEED. 





THIS IS__ 
THE STORY 


A ejiamelalel amar lila stlion 
only as good as its ability to 
create consumer demand for 
the brand name. 

There is no question about 
there being a large consumer 
demand for orange soft drinks. 
That being a fact, the orange 
drink with the greatest 
consumer demand is a 
preferred franchise. 

Years of intensive and 
continuous colorful advertising 


Tomer islelert| magazines as well 


as local advertising have put 


Nesbitt’s in.a top place among 
orange franchise drinks. 
Nesbitt’s is distributed in. 
47 states but there are a 
number of open territories. At 
your request our representative 


will be glad to visit your plant. 


NESBITT FRUIT PRODUCTS, INC. 


2946 East 11th Street, 
Los Angeles 23, California 


h Amer y address 
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Newly-opened Monterrey bottling plant is as clean 
and efficient on the inside as it is attractive and mod- 
ern on the outside. It is expected to produce 500,000 
cases of Pepsi-Cola in its first year of operation. 





One of the world’s most modern 
bottling plants has opened in Monter- 
rey, Mexico, according to W. B. For- 
sythe, first vice president of Pepsi- 
Cola Company. Completely equipped 
with the latest bottling machinery and 
quality control apparatus, the new 
plant will serve Mexico’s second 
largest city and industrial center. 
“This step has been taken in order 
that we may meet the ever increasing 
demand for our product in this heavily 
populated area,” Mr. Forsythe said. 
“Tt is another step forward in our con- 
tinuing program of licensing qualified 
plants throughout the world in an ef- 
fort to provide Pepsi-Cola for as many 
people as possible—at the same time 


enhancing the local economy.” 


Covering an area of 43,666 square 
feet, the new plant has a bottling ca- 
pacity of 34,560 bottles of Pepsi-Cola 
in an eight hour day or a total of 


432,000 cases a year. 


The new plant is expected to supply 
about 500,000 cases to the community 


in their first year of operation, accord- 


ing to plant manager Leopoldo Vas- 
quez. 


The official opening was attended by 
Governor and Mrs. Vivanco of Nuevo 
Leon, Mexico. Mrs. Vivanco, officiating 
at the ceremony, broke a bottle of 
champagne across a_ new bottling 
machine. Preceding the ceremonies, a 
parade announcing the opening at- 
tracted an estimated 100,000 local 


residents. 


To attain maximum production with 
the utmost efficiency, the latest types 
of high speed equipment have been in- 
stalled. The fully automatic production 
line includes one bottling unit and a 
28-spout filler capable of filling 72 
bottles a minute. 


An efficient 17-truck fleet provides 
fast service to the area retailers. A 
modern, fully equipped laboratory will 
help to maintain the highest degree of 
product purity. 

The Monterrey bottling plant is one 
of a network of franchised Pepsi-Cola 
bottling plants located in 45 countries 


of the free world. 
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Cott Manchester, N. H. Pioneers 
In Use Of One Way Bottles 


In just four years Cott Bottling Co., Inc. of Man- 
chester, N. H. has become the largest individual 
user of non-returnable glass for soft drinks. 

Cott-Manchester’s interest in the one-way bottle 
stemmed from their belief four years ago that its 
use could open great new outlets which previously 
had been reluctant to carry soft drinks because of 
the inconvenience of handling deposit bottles. 

Morris and Henry Silver, owners of the Cott 
Company, also envisaged nationwide distribution 
and possible foreign export of their beverages. 

Quick to admit that Cott Quality Beverages in 
no deposit bottles made no sales records in the be- 
ginning, the Silver brothers’ belief in this packag- 
ing strategy has been justified by distribution de- 
veloped through prestige department stores and 
quality food specialty stores featuring home delivery 
and long distance shipment. S. S. Pierce Co. in 
Boston, Mass. is an excellent example. Today S. S. 
Pierce Co. is one of the biggest individual buyers of 
Cott Beverages, all in one-way glass. 

Cott can be thankful for the Silver brothers’ con- 
fidence in the future of the no deposit bottle. Twelve 





ounce non-returnable sales of this company have 
skyrocketed, with the Manchester plant alone taking 
almost all of the 12 ounce non-returnable beverage 
bottle production of one of the U. S.’s largest manu- 
facturers and sizable portions of the production of 
eight other suppliers. In the last six months the 
Cott Bottling Company has absorbed in excess of 
one and one-half million cases of 24 twelve ounce 
bottles. 

This certainly represents a tremendous increase In 
Cott non-returnable purchases over previous years. 


Principal reasons for this increase are the continu- 


Owners of Cott Bottling Company. Inc. of Man- 
chester, New Hampshire are: L. to r.) Henry 
R. Silver, Treasurer and Director of Sales, and 


Morris Silver, President. CROWN CORK & SEAL COMPANY | BALTIMORE 3, MD, 


December, 1953 37 





t) of course 


she'll see your 
brand first 

if it's in 
Color-Prints 


No need to wonder about increasing sales . . do 


something about it by packaging your brand 


this modern, sales-insuring Glenshaw way! 


ing program of advertising and merchandising of 
the no deposit package by the Silver brothers and 
the consumer acceptance of Non-Fattening Cott 
Sugar Free Beverages. Cott Sugar Free was orig- 
inally developed by the Silver brothers and made 
only in Manchester, N. H. From there it was shipped 
to all states in which sale was permissible. With 
constantly rising sales in New York, New Jersey 
and Washington, D. C. in addition to the New Eng- 
land States, Cott-Manchester is still the major pro- 
ducer and seller of the Cott dietetic drinks and the 
principal factor in making them the largest-selling 
dietetic drinks in America. 

Asked about future plans with regard to no-de- 
posit Cott Beverages, Henry R. Silver, director of 
sales of the Cott Bottling Co., Inc. predicted that 
within two years over 40% of his beverage sales in 
all areas would be in one-ways. When you consider 
that at the present writing the Manchester company 
has plants in Perth Amboy, N. J., Manchester, N. H.., 
Portland, Me., and two plants in Boston, Mass., with 
a production capacity of over 8,000,000 cases, that’s 
quite a prediction. 


Five Industry Companies Win Awards 

For the seventh year, the annual report of Canada 
Dry Ginger Ale, Inc., has been judged best among 
carbonated beverage industry reports, according to 
the annual survey of stockholders’ reports conducted 
by Financial World magazine. The company was 
awarded its seventh “Oscar of Industry” trophy at 
a banquet held in the Hotel Statler in New York on 
October 26. 

The Canada Dry report was prepared jointly by 
the company and its advertising and public relations 
agency, J. M. Mathes Ince. 

Another winner, the Continental Can Co. was 
awarded its fourth consecutive “Oscar for Industry” 
for the best annual report in the food container 
industry in the annual report survey conducted by 
Financial World. 

The winning 1952 Continental report is a 24-page 
booklet printed in blue and silver, with touches of 
red. The cover carries the stylized impression of a 
can end bearing the company’s Triple-C trademark. 

Second and third places in the food container cate- 
gory went to the annual reports of the Owens- 
Illinois Glass Co. and the Thatcher Glass Manufac- 
turing Co. 

In Detroit, the Direct Mail Advertising Associa- 
tion convention announced Foote & Jenks, Inc. well 
known flavor house in Jackson, Michigan, had been 
awarded first place in the food products division of 
the association’s national “Best of Industry” con- 
test. This marked the sixth time the direct mail 
advertising of the company has been so honored. 

Larry Mathany, advertising manager for the firm, 
was in Detroit to receive the award on behalf of 


the company. 
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NEWS PIX... 


Fred Kirby, the star of Double-Cola’s television show . 
Double-Cola Junior Rancho ... has a very enthusiastic 
following of youngsters, and wherever he goes he is 
always treating them to Double-Cola. The Double-Cola 
Junior Rancho program has been running continuously 
since October 1951. 





Effective displays and domonstrations still help sell soft 
drinks according to Cort Langdon of the Langdon Bottling 
Co., Bemidji, Minn. The display shown consisted of 250 
cartons of Bubble Up and was arranged at the Red Owl 
supermarket in Bemidji. To assist dealers in promoting 
their product, the parent company furnishes all Bubble 
Up bottlers with detailed instructions for conducting store 
demonstrations. 


Each participant in the audience participation program 
“Darts for Dough”, sponsored on television by the B-1 
Bottlers of Houston, Texas, receives a six bottle carry 
home carton of B-1 Lemon-Lime Soda in addition to the 
cash prizes that are awarded for throwing darts at a 
target. 
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ATLANTA 3, GEORGIA, 685 Peachtree St., N. E.—Phone: Elgin 4318 
CHICAGO 39, ILL., 4907 W. Fullerton Ave.—Phone: NAtional 2-3614 
DALLAS 5, TEXAS, 3202 Knox Street—Phone: JUstin 2291 

LOS ANGELES 6, CALIF., 2309 West Pico Blvd. —Phone: DUnkirk 2-5772 
TORONTO, ONTARIO, CAN., 1551a Eglinton Ave., West, Orchard 2885 
WOODSIDE, L. ISLAND, N. Y., 39-30 Gist St—Phone: Illinois 86-6302 
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...and your Ideal Milk “* 
Dispenser Is equipped / 


NEW CHANGER TAKES PENNIES, NICKELS, 
DIMES AND QUARTERS 7 i 


Remove present coin 
equipment from vendor. 


Slide National's Model 
6800 into same mount- 
ing position. 
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tion by fastening - with 
only seven screws. 
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Flexibility never before possible 
Your Ideal Dispenser equipped with National’s 
Mechanical Changer gives you greater earning 
power with its ability to take coins from a penny to 
a quarter. Should a price change become necessary 
the Mechanical Changer may be easily adjusted to 
make 5¢, 6¢, 7¢, 10¢, 11¢ and 12¢ sales. 


ONE MAN SIMPLIFIED INSTALLATION 
--+NO SPECIAL TOOLS OR SKILLS 


MODEL 6800 
(in housing) 


Complete Kit 


56985 


With liberal 
trade-in on your 
present equipment 





installa- 


No extra parts are needed with this National Mechanical Coin 
Changer. Package comes complete with housing and instruc- 
tions. Any operator can make the change-over. 


Can be easily installed on location. 


NATIONAL REJECTORS .. 


5100 San Francisco Ave. « St.Louis 15,Mo. 
Phone COlfax 1900 








Vending Machines Featured 
At A.B.CB. Show 


Bottlers 
tunity to see 


from all over the nation had an oppor- 
the 


chines which made their bow at the 


vending ma- 


A.B.C.B. 


some of many new 


recent 
Exposition-Convention held in Chicago. 


Featuring more durable construction, a return 


to copper, smart styling and streamlined designs, 


many of the vending machines offered a wide choice 


of coin mechanisms and changers to meet almost 
any market requirement. Durable, decorative 
finishes, too, were highlighted in the many units 


exhibited. 

Ease 
the 
the 
the 
with large vending racks and ample pre-cool storage 
For those with space problems, sev- 


of operation and multi-flavor selection for 
were offered 
To help bottlers do more 


customer as sales incentives in 


displays. business, 


manufacturers of vendors all stressed units 
compartments. 
eral units were offered in economy sizes which were 
the 


small editions of models. 


For view of many of the new 
vations in National Bottlers’ 
Gazette is pleased to present the highlights of the 


larger 
a bird’s-eye inno- 
vending machines, 
exposition. 

Other vending machine 
hibited at the 
0. St. 
turing Co., Fresno, Cal.; 
Chicago, Ill.; Portable 
Bloomington, III. 


manufacturers who ex- 
the 
Venderlator 
Mills 


Elevator Manufacturing Co., 


Manufac- 
Manufac- 


Inc., 


included True 


Mo.; 


show 
turing Louis, 


Industries, 
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VENDOR AND COOLER NEWS 
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MERCHANDISING 
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SERVICING 


NEW MODELS 


Institute's Snack Bar 
Serves Staff And Students 


A bank of coin-controlled food 
and beverage vending machines, re- 
cently installed at the University 
of Illinois’ Neuropsychiatric Insti- 
tute in Chicago, was described by 
hospital authorities as “the latest 
move in the hospital’s program of 
continually seeking new ways of 
improving staff efficiency and 
morale.” 

Recognizing that “getting and 
keeping a competent staff is perhaps 
the number one problem of hospitals 
throughout the country,” the In- 
stitute has streamlined its cafeteria 
service with an automatic “snack 
bar” in the basement of its nine- 
story building at the University’s 
Medical Center. 

A Bert Mills made ‘‘Coffee Bar,”’ 
serves an average 1,000 cups of 
coffee a week. Other vending ma- 
chines serve sandwiches, milk, soft 
drinks, cookies, candy, sweet rolls, 
and doughnuts. 

Installation of the automatic ven- 
dors spares doctors, nurses, labor- 
atory workers, and students a trek 
to another building where cafeteria 
service is available. Most of the 
vendors are equipped with waste 
receptacles to keep the corridor 
clean, and provide change from 


dimes or quarters 
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SAME 
RUGGED 
QUALITY 


PLUS 
S DRINKS 


CARBONATED 

AND 
NON-CARBONATED 
COMmMBINED 


Now you can have the lasting advan- 
tages of Cole-Spa construction plus the 
benefits of 6 carbonated and non- 
carbonated beverages in one machine. 


The new Cole-Spa ‘'6"' has everything: 
Cole's traditional beauty and strength 

. variety of drinks... unfailing on- 
the-job efficiency. This practical, new 
unit, incorporating all of the features 
that have made Cole-Spa dispensers the 
standard of the industry, will make your 
operation easier, more efficient and 
more profitable. 


1200 cups—over 2400 drinks in four 
large syrup tanks——M-12 Hermetic sys- 
tem——Duotonic Tap—all-welded steel 
chassis—Microthermic Refrigeration— 
New Tru-Mix drink throw—lInterior 
Service Light. 


FREE 30 DAY TEST 


Write, wire or phone for details. 


All Cole-Spas——3-5-6-8 selections—are 
now available for immediate delivery. 


WORLD'S LARGEST MANUFACTURER OF CUP DRINK DISPENSERS 
Executive Offices: 39 South LaSalle St., Chicago 3, Ill. * Offices in all principal cities * Cole Products Ltd. Toronto * Montreal 
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CORPORATION 


All models available with illuminated 


“Thirsty” sign or standard mirror, 
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COIN-OPERATED 
VENDERS BY IDEAL 


One of the smaller 
vending units shown 
at the A.B.C.B. show. 
Ideal Dispenser Co., 
Bloomington, IIlI., 
manufactures a com- 
plete line of “Selec- 
tive” coin operated 
beverage venders 
with capacity up to 
eight flavors. 


Coolers... Vendors 
at the ABCB Exposition... 




















Inviting appearance, easy accessibility and smart cabinet 
designs were offered in the new collection of Quikold 
electric and ice coolers exhibited at the Chicago show 
Making its bow at the beverage show, the Champion by S. & S. Products, Inc., Lima, Ohio. 

selective vender has a capacity of 60 bottles in 6 rows; 
a total capacity of over 6 cases. 


A comprehensive collection of modern, speedy Bevco 
coolers were displayed by The Bevco coolers were dis- 
played by The Bevco Co., Inc. Dependable, trouble-free 
refrigeration systems are basic in all Bevco cooler units. 

















Designed for locations where space is at a premium, this 


This Artkraft space saver features an easy loading side Atlas unit vends five flavors and is available in both 
electrically and manually operated coin mechanisms. 


Durable construction plus light-weight and positive cool- 
ing are some of the outstanding features of these port- 
able coolers manufaceured by Atlas Tool & Mfg. Co. port, and an efficient coin mechanism. 
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A CHOICE OF DIFFERENT FLAVORS 


Completely silent and automatic in 
operation, this four flavor vendor 
manufactured by the Central Tool 
Co. of Hartford, Conn., provides cus- 
tomers with a wide choice of differ- 
ent flavors. Other advantages of this 
Choice-Vend unit are an efficient 
cooling plant, rugged cabinet con- 
struction that is durable for years 
and ample capacity in the flavors 
selected for sale. The colorful baked 
enamel finish on borderized steel 
adds a style note with eye appeal. 








Light in weight, the Special Events Cooler Model 183, 
shown in the center, is easily handled by one man and 
particularly well adapted to provide sales-effective cus- 
tomer service. This unit has a capacity of 5 cases of 12- 


oz. bottles or 7 cases of 6 oz. bottles. The legs are remov- 
able and fit inside the chest. High baked enamel on zinc 
on the exterior with galvanized steel interior. Shown by 
Progress Refrigerator Co., Louisville 1, Ky. 
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Atlas Junior Model Offered for 
Limited Space Locations 

For locations where space is limited, the new 
Atlas Variette Junior, manufactured by the Atlas 
Metal Works, Vendor Division, Dallas, Texas, vends 
five flavors with a pre-cool compartment for 80 
bottles. It was shown to bottlers at the Chicago 
exposition. 

This sturdy little vendor is particularly well 
suited where economic reasons make a large vendor 
impractical. It occupies less than 5% square feet 
of floor space, yet vends five flavors from a single 
delivery port and is available with both electrically 
and manually operated coin mechanisms. The lid 
of this unit is fabricated of stainless steel. 

Dimensions for the Atlas Varietee Junior are: 
width—1914”, length—39'4”, height—-38”. All sides 
are insulated with 24%” Fiberglas and the bottom 
and top have 21%” rigid Temlock. The shipping 
weight is 301 lbs. 

The entire refrigeration system (cold wall type) 
features a Chieftain Hermetic Condensing Unit by 
Tecumseh Products Co. Completely sealed, this unit 
is easily removed for servicing. 

National Rejectors’ coin mechanisms are avail- 
able in eight combinations including three changers 
and a wide range of odd penny sales units. Changers 





























MODEL A-1 


and coin mechanisms are included in National's 
nation-wide service program. 

The construction of the Varietee Junior is rust- 
proofed throughout and the exterior of the cabinet 
is finished in Du Pont Hi-bake enamel. A wide 
choice of cabinet colors is available. 

Engineered for long and economical service, this 
unit handles all standard bottles 6-o0z. through 12-o0z. 
A senior model is also available where space is 
not a problem. 


ArtKraft Shows Models at Show 


Introduced for the first time at the beverage show 
were several new vendors manufactured by the 
Artkraft Manufacturing Corp, Lima, Ohio. 

Smartly designed, the Model V-72 sported a 
Du Pont baked Dulux enamel finish over Bonderite 
steel and featured a Tecumseh compressor. 

This unit is designed to hold 72 bottles in the 
rack and 90 bottles in the pre-cool chamber with 
a choice of eight flavors. Only 32” long and 27” 
wide, the model includes a National Rejectors coin 
mechanism. Because of the compact design of this 
unit, the Model V-72 is claimed to offer more bottle 
capacity with less floor space. 


Also available is a Model V-106 which can hold 


in ’54 with PROGRESS 


YOU CAME... 


YOU SAW at the convention 


NOW... 
YOU CAN CONQUER 


the consumer trade with the help of Progress 
portable coolers with your own insignia. 

Plan now for “profit with Progress” by utilizing 
these “silent salesmen.” 

Don’t wait. Billing on orders received after 


December 1, will be dated April 1, with usual 
I 
2% cash discount if paid by April 10. 


Order your Progress coolers today. 
Ask for free “Progress Facts.” 


PORTABLE COOLERS 


There's Profit in Progress | 
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“The stockings 
were hung 
by the chimney 
with care’ 


MOORE 



















Ever notice the resemblance our 
little trademark character, Mr. 
Frostie, has to Santa Claus? 

All of our bottlers figure 





there's a tie-up there 


; ~ somehow. 
—, 


Ask any Frostie bottler 
about the good things 
Mr. Frostie has put in 
his stocking. Want to 
get on his list? Phone, 


wire or write, today! 


A SINGLE 
SIP SELLS! 


$ 








12 FULL 
OUNCES! 
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106 bottles in the rack. This unit is 42” long, 36” 
high and has a width of 27”. 

ArtKraft also exhibited a new open type cooler 
which featured an illuminated plastic crown affixed 
to the front of the cabinet. This style cooler is 
currently available in Models 50, 101 and 200. The 
models indicated are available to bottlers with their 
own crown designs. 

In keeping with the company program of main- 
taining quality production, Artkraft reports that 
it is returning to the use of copper in the tank 
construction now that restrictions have been re- 
moved from this important industrial metal. 


New Champion Vender Introduced 

Another newcomer to the exposition floor was 
the “Champion,” shown by Champion Vender Co., 
Hopkins, Minnesota. 

Climaxing several years of research and product 
development, this vender reflected precision work- 
manship and select quality materials throughout 
the construction. With a capacity of 60 bottles in 
6 rows, the vending rack is fabricated of lifetime 
stainless steel and an easy-out bottle release pro- 
vides positive action with minimum friction. 

With a total capacity of over 6 cases, The Cham- 
pion measures 4014” in length, 34” in height and 
21'%” in width. The shipping weight is 260 Ibs. 

Other features include a coin mechanism that 
is fully enclosed in the capinet with a locking panel 
that eliminates pilfering; a large capacity pre- 
cooler chamber and a vapor sealed, seamless cabinet 
finished with a high temperature bakes enmel over 
Bonderized steel. The compression unit is war- 
ranted. 

This new vender is claimed by the company to 
be the only self-contained manual selective bottle 


vender available on the market. 


Portable Coolers in Atlas Display 

Atlas Tool and Manufacturing Co., St. Louis, 
Mo., exhibited their comprehensive line of portable 
coolers in this dramatic display at the recent 
A.B.C.B. Convention. 

In wide demand throughout the nation by Amer- 
icans who find good use for these portable coolers 
on hunting, boating, fishing and car trips, the units 
can be used to store eighteen 12-ounce bottles and 
keep them cold for periods up to 36 hours. 

Extremely well made of welded steel with tight- 
fitting rubber gaskets and insulation to protect 
against cold loss, the Atlas Tool portable coolers 
valuable advertising promotion with the brand 


name embossing as a valuable feature. 


Central Tool Accents 4-Flavor 
Automatic Vendors 

Selectivity, long the key to continuing profits 
was again highlighted in the line of vending ma- 


chines displayed at the A.B.C.B. Convention in 
Chicago by Central Tool Co., Inc., Hartford, Conn. 

Providing four flavor bottle selection, these com- 
pletely automatic vendors give instantaneous de- 


livery and handle peak loads easily. 

Thirteen case capacity is featured with easy ad- 
justment for 6 or 12-0z. bottles. For ease in servic- 
ing, the vendors produced by Central Tool all have 
simplified unit replacement with factory assem- 
blies. 

The beautifully styled steel capinets are currently 


available in a choice of six standard bottler colors. 


National Rejectors To Close Plant 
For Inventory 


The St. Louis plant of National Rejectors, Inc., 
manufacturers of coin control mechanisms widely 
used on beverage vending machines, will be closed 
from December 19 through January 3 for the taking 
of the annual inventory. Customers are being in- 
formed that orders scheduled for shipment in that 
period will be advanced to early December. 


Anticipate Increase In Coffee Vendors 

“Coffee minimum charges,” a restaurant and 
cafeteria practice spreading in major cities, will 
actually boost worktime coffee drinking, according 
to Bert Mills, president of the Bert Mills Corpora- 
tion. 

Mills said the practice of many restaurants in 
Chicago and other cities in instituting coffee min- 
imums of 20 to 40 cents to discourage one-cup and 
two-cup coffee drinkers would spark the use of 
automatic, coin-operated coffee vendors in both 
cafeterias and office buildings. 

“At 40 cents,” Mills asserted, “coffee breaks be- 








In the week preceding the A.B.C.B. convention-exposition 
in Chicago, Dad’s Root Beer Co., which has its home office 
in that city, staged its own annual sales conference for 
its bottlers, and also provided them with a show of vend- 
ing machines of a half-dozen different makes. On the 
meeting program itself, I. W. Houston. President of Spa- 
carb, Inc., and also president of the N.A.M.A. (above) dis- 
cussed automatic merchandising with the Dad’s bottlers. 
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A group of Magniflo and Cole Spa model machines which 
were installed in this outdoor boardwalk (Atlantic City) 
location, protected from the weather by an awning 
which helped advertise the spot, are reported to have 
done a fabulous business. Available 24 hours a day for 
the purchase of soft drinks, they made sales even in 
the wee small hours of the night, when other machines 
in indoor locations were inaccessible. 





come a hardship instead of a help to employees 
who have to gulp down three or four cups to get 
their money’s worth, and then rush back to work.” 

The industrialist forecast a resulting spurt in 
demand for coin-oper ied coffee vending machines 
by large offices and office buildings. 


Handling The Tamperer 

Ever wonder how to cope with the problem of 
patrons in an industrial locale who persist in 
abusing your vending machine? An article in the 
employee newspaper can prove most helpful, since 
such damage is generally done by a few mischief- 
makers, and it’s a matter of calling the problem to 
the attention of the majority who value drink 
machines as a great convenience. Here’s the way a 
story was handled in the Pan American Airways 
“Clipper,” published by employees of the line’s 
Pacific-Alaska division. Headed “Coke Machine 
Removal A Possibility,” it read: “There’s one in 
every crowd! And since PAA’s San Francisco base 
is pretty crowded, the problem of how to deal with 
those who insist on dreaming up ways to “beat” the 
new Coke machines is getting serious. The brand 
new machines were installed in order to give the 
employees a selection of cold drinks. They are de- 
signed in such a way that by pulling and jerking 
it is sometimes possible to get more than one bottle 
for one coin. If the culprit doesn’t succeed in doing 
this, he invariably jams the machine, putting it out 
of commission until repairs can be made. These 
machines are put around the base by the Panair 
Club, and President Pat Layton says that unless 
the tampering ceases entirely and immediately, he 


has no alternative but to have them removed.”. . 
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It is not enough that a beverage be good. It must be consistently good . . . 
with the same tantalizing, refreshing taste and sparkle. . . a/ways. 


To maintain constant, controlled high quality, many Dr. Pepper bottlers rely on 
LIQUID Bottling Machinery. Like other nationally known bottlers, they know... 


LIQUID means quality control, product standardization. 


Discover what LIQUID Bottling Machinery will do for your beverage. 


Call your LIQUID representative today. 


3100 South Kedzie Avenue ® 





CARBONIC CORPORATION 
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Chicago 23, Illinois 

















ALABAMA 


The Nehi Bottling Co. of Birming- 
ham has announced that construction 
of a new plant is under way. Located 
at Center Street and Second Street, 
North, the plant will cost $210,700 to 
construct. 

The Orange Crush Crapico Bot- 
tling Co., Inc., recently installed a 
new Miller hydro automatic case and 
carton packer. 


ARKANSAS 

The Grapette Products Co. in Cam- 
den, Ark., has assigned the following 
brokerage firms as representatives in 
areas where the company has _ not 
previously been represented: Clark- 
Brown Brokerage Co., Duluth, Minn.; 
T. J. Lansphier Co., Butte, Mont.; 
Joseph H, Flemish Co., Fargo, N. D.; 
Maillard and Schmiedell, San Francis- 
co, Calif., and Wilkinson-Bethke- 
Randall Co., Milwaukee, Wis. 

In Pine Bluff, Harold Seabrook, ex- 
ecutive of the Coca-Cola Bottling Co. 
and former Chamber of Commerce 
president was named commander of 
the Explorers Club. 


CALIFORNIA 
Sparkletts Drinking Water Corp. is 
making extensive changes in its plant 
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in Los Angeles and plans to bottle car- 
bonated beverages in addition to drink- 
ing water. A new plant for the bot- 
tling of drinking water was recently 
opened at Lakeside in San Diego Coun- 
ty ... Shasta Water Co. of San Fran- 
cisco has started to market a new line 
of low calorie carbonated beverages in 
cola, ginger, lemon-lime and root beer 
flavors. Initial ads feature the product 
as “sweetness—without sugar.” A 
scheduled six-week promotion includes 
radio, television, San Francisco and 
Oakland dailies, two grocer trade mag- 
azines, point of purchase material and 
a contest offering a mid-winter vaca- 
tion for two at Sun Valley ... Plans 
have been announced by the Pepsi- 
Cola Bottling Co. of Fresno for the 
construction of three new buildings 
on a six acre tract at California Ave. 
and Bisceglia Road at an estimated 
cost of $75,000. Elmer L. and Roy U. 
Richter head the firm, which is now 
located at 701 Broadway. The brothers 
announced construction is expected to 
get under way immediately with the 
new quarters ready for occupancy 
next May. This beverage business was 
founded in 1895 by their father, the 
late Jacob Richter, and has been lo 
cated at the Broadway address ever 
since, 

Two children are being sought by 
police for investigation of burglary, 





es eee 





GRAND RAPIDS LADIES BOWLING TEAM WINS CHAMPIONSHIP 


Indicative of the splendid employee and public relation programming constantly 
maintained by the Grand Rapids Bottling Co., Hires franchise bottlers, is the fact 
that once again the bowling team is sponsored as the Fan Womens Classic League 
Team and not only participated but won championship laurels. From left to right are: 
P. McBride, L. Kronberg, E. Berryman, E. Weneger, T. Ramey. Captain, and Mr. 
Charles Weiks, Sales Manager of the Grand Rapids Bottling Co. 
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VERSATILE PRODUCTION LINE 


J. M. Rhodes, owner of the Classic City Bottling Company, Athens, Georgia, stands by 
his Liquid Low Pressure Filler recently converted to bottle Bireley’s. In addition to 
Bireley's line of non-carbonated fruit drinks, Mr. Rhodes also bottles carbonated 


beverages on this same equipment. 
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malicious mischief and arson after 
breaking into the plant of the Seven- 
Up Bottling Co., 1333 Santa Fe Ave., 
Long Beach. The manager of the plant, 
J. J. Treston, advised police that the 
culprits took two expensive golf clubs 
and drank a carton of soft drinks... 
From The Shasta Water Co. of San 
Francissco comes word that the com- 
pany sales for the fiscal year recently 
ended totals $544,500 . .. Charles T. 
Withrow has notified the trade that 
he is now engaged in the bottling busi- 
ness under the trade name of With- 
row Bottling Co. at 223 Van Ness, 
Fresno ... Stanley Coppel and John 


Gray of San Francisco have purchased 
the Calistoga Mineral Water Co., Cali- 


stoga ... Bireley’s Beverages, Fifth 
and Cedar Streets, Oakland, serving 
both San Francisco and the East Bay 
territory, has completed an addition 
to the plant and the installation of 
much new equipment. This is the third 
expansion in a five-year period 

Arrowhead & Puritas Waters, Inc., 
Los Angeles, has installed a new 
branch plant at 1610 No. 8th St., Col- 
ton, to better serve that territory and 
other cities in the orange belt 

Jic-Jac, Inc., St. Louis, Mo., has an- 
nounced that Calandra Brothers Co., 
Fresno, has signed a Jic-Jac franchise 


for their territory. 


CONNECTICUT 

The Pepsi-Cola Co. of Hartford will 
build a half-million dollar plant in 
Hartford as soon as the plant site is 
selected, according to H. J. Terwil- 
liger, franchise manager of the com- 


pany. 


The company is now serving this 
area through six bottling plants lo- 
cated in Connecticut and one in nearby 
Springfield, Mass., with the Hartford 
area served by a warehouse main- 
tained by the company. It is felt that 
a bottling plant in Hartford will per- 
mit the company to better exploit the 
marketing potential of the Hartford 
territory. 


GEORGIA 


F. R. Smith, former manager of 
the Coca-Cola Bottling Co., Seattle, 
has been called to duties at the home 
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More than 7 miles of elevator shaft and 17,000,000 
feet of telephone wire are needed for 20,000 tenants 
... for its daily floating population of some 50,000 
souls. From its top observatory, more than 
15,000,000 visitors have viewed the 80-mile circle 
where live over 15,000,000 people. 


Rearing its 102 stories and tower 1472 feet above 
teeming Fifth Avenue, the mighty Empire State 
reserves to the United States the distinction of 
having the world’s tallest structure. 
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“Tops” in crowns can’t be measured by feet and 
inches. ‘““Tops” involves more than excellence of 
manufacture . . . involves cooperative service rend- 
ered agreeably and dependably. 


oie 


Hutchinson Crowns and Hutchinson service are 
available to our friends . . . always. 





Vb for Good Chiles’ 
HUTCHINSON 
CROWNS 


W. H. HUTCHINSON & SON, INC. 
1031 North Cicero Avenue e Chicago 51, Illinois 








office in Atlanta, Ga. He has been 
succeeded by J. B. Sommerall. 

The Coca-Cola Bottling Co. of Sav- 
anah is currently installing a new 
Miller Hydro model K Air-Matic case 


cleaner. 


IDAHO 

The Hires Bottling Co., Ine., 146 
Second Ave. South, Twin Falls, has 
launched sales operation with the 
Hires line following acquisition of the 
franchise by John Birrell, Jr. 


ILLINOIS 

A truck and safe stolen from the 
Joliet plant of the Coca-Cola Bottling 
Co. of Chicago, Inc., by a gang of six 
men who held the night watchman 
at gunpoint, was found abandoned 
near Fox River Grove. Only $930 in 
currency and checks was contained in 
the safe which was burned open with 
an acetylene torch. Authorities believe 
the gang that entered the Joliet plant 
is the same one that pulled a similar 
job at the Coca-Cola plant at North 
Aurora several months ago. 

Appointment of Donald M. Streed 
as sales manager of the Quad-Cities 
Coca-Cola Bottling Co. was announced 
recently by Harry A. Avery, manager. 
Mr. Avery also announced that H. W. 
Simpson, who has been a route man- 
ager, has been promoted to manager 
of the cooler department and that 
Bernard Lerch, who has been a sales- 
man in downtown Davenport, has 
been named a route manager... Dale 
Wiltberger, Round Lake, Waukegan, 
a salesman for the Dr. Pepper Bot- 
tling Co. has earned a rating as one 
of the top 50 Dr. Pepper salesmen 
in the nation. As a result of his selling 
efforts, he has been awarded a Dr. 
Pepper all-expense four-day vacation 
to Dallas, Texas, where the company’s 
national headquarters are located. 
Jic-Jac, Inc. of St. Louis, Mo., an- 
nounced the signing of a new Jic-Jac 
franchise to the Dr. Pepper Bottling 
Co. of Effingham, Ill. 


INDIANA 

James S. Yuncker, president of the 
Coca-Cola Bottling Co. of Indianapolis 
was honored recently as one of the 
outstanding bottlers in America. In 
recognition of his contribution to the 
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business, Mr. Yuncker received the 
George T. Hunter Award, which was 
established by the Coca-Cola Bottling 
Co. (Thomas) Inc. The award includes 
a $10,000 cash donation to be dis- 
tributed in Indianapolis at Mr. Yunc- 
ker’s discretion. The basis for select- 
ing Mr. Yuncker as award winner was 
not only his conduct of the business 
in the Hoosier state, but upon his con- 
tributions as an outstanding citizen 
of the community. The award was pre- 
sented before more than 2,000 Coca- 
Cola bottlers and their wives meeting 
at the Hotel Roosevelt in New York. 
Eight attention-getting signs 
large figures of traffic policemen, have 
been given to the Connersville Police 
Department by the Coca-Cola Com- 
pany, to be placed in the vicinity of 
four schools. According to Chief of 
Police Walter LaHayne, the eight 
figures would have cost the city ap- 
proximately $165. 


KANSAS 

The Mo-Kan Bottlers, Inc., of Cof- 
feyville, has purchased and will oper- 
ate the Pepsi Cola Bottling plant at 
Joplin, Missouri. The officers include 
D. A. Wilbern, president; Clement 
Robert Belt 


who will serve as secretary and treas- 


Hall, vice president; C. 


urer, 

This will be Mr. Wilbern’s second 
recent venture into the soft drink 
business. He financed construction of 
the new Pepsi Cola plant in Coffey- 
ville after the company had secured 
the local franchise. The Joplin plant 
has been in operation for several 
years. The Pepsi Cola franchise for 
that section of Missouri, was included 
in the physical assets purchased by 
the Coffeyville group. 

A verdict in favor of the defend- 
ants in the damage suit filed by Neil 
Edds, Cherryvale, against the Inde- 
pendence Coca Cola Bottling Co., H. A. 
Roberts and P. H. Goody. Mr. Edds 
sued the company for $1,000 in actual 
damages and $1,000 in punitive dam- 
ages and alleged that he became ill 
last April 9 after partially drinking 
a bottle of Coca Cola at a Cherryvale 
restaurant and finding some foreign 
substances in the bottle. The jury of 
five women and seven men found that 
the plaintiff’s illness was psychological 





in nature and that the defendant ex- 
ercised a very high degree of care in 
the preparation and manufacture of 
its product. 


KENTUCKY 

The Brewery Workers Local 2 re- 
cently won the right to represent the 
sales force of about 75 persons at the 
Coca Cola Bottling Co., 1661 W. Hill, 
Louisville. The decision affects the 
company’s driver-salesmen and some 
sales personnel in the office, Martha 
F. Schmidt, company vice president 
reported. 


LOUISIANA 

The organization of a new soft 
drink bottling firm in Baton Rouge 
was announced with the formation of 
the Gulf Bottlers of Baton Rouge, 
Inc. The new bottling firm, formed by 
a merger of the Nesbitt Bottlers and 
the local Pepsi Cola operations, will 
be under the supervision of Milton A. 
Strate, vice president and general 
manager with about 20 years experi- 
ence in the soft drink industry. Gulf 
Bottlers will bottle Pepsi Cola, Nes- 
bitt Orange and other Gulf flavors 
The firm is presently remodeling the 
Nesbitt plant at 1501 Scenic High- 
way, Baton Rouge where operations 


will get under way shortly. 


MINNESOTA 

A franchise has been granted to the 
Diamond Spring Beverage Co. of St. 
Cloud, Minnesota, to produce Canada 
Dry beverages with distribution 
scheduled to cover a nine-county ter 
ritory. The three partners in the com- 
pany, J. C. Skinner, H. A. Lorge and 
G. T. Conati, plan to install additional 
equipment shortly, with production to 
begin early next year. The St. Cloud 
company also produces Bireley’s and 


Squirt beverages. 


MISSOURI 

Tools, clothing and soda water were 
used by thieves during the removal 
of nearly $500 from a safe at the 
Seven-Up Bottling Co., 2408 North 
National, Springfield, Mo. The in- 
truders used shirts of company em- 
ployees to shield the glow of an acety- 
lene torch owned by the firm, as they 
burned through two walls of the safe. 


Soda pop and nylon stockings 
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Now you can afford 
electric fork truck 
efficiency 


at just Yo the usual outlay! 


The SpaceMaster Model “J” is the 
ideal fork lift truck for bottlers. It 


gives you all the efficiency — all the 
ruggedness — of full electric fork 
truck operation — and you pay just 


14 the usual cost. 

Lewis-Shepard’s unique one-design- 
line makes it possible to produce this 
sturdy, arc welded truck ata price lower 
than any other in the electric field. 


Here are the details: handles pallet 
loads up to 2000 Ibs.; right angle stacks 
in 8’ aisles; turns on a 49” radius; ideal 
for limited floor load capacities; 
weighs under 4000 Ibs. Because it is 


LEWIS-SHEPARD: 


Nationwide Service — See “Trucks, Industrial” 


in your Yellow Phone Book 





Name 


Company 
Street 


City 
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Lewis-Shepard Products, Inc. 
229-12 Walnut St., Watertown 72, Mass. 


Please send Catalog and “Electric Fork Truck Comparison Chart”. 


rugged, it is inexpensive to operate, 
with negligible downtime for mainte- 
nance and inspection. The exclusive 
Lewis-Shepard control features and 
exceptional stability make it ultra-safe. 


Ideal in capacity and operation for 
any size bottling plant, the Model “J” 
can be priced from only $2765, battery 
and charger included. 


Learn how Lewis-Shepard Space- 
Master Trucks are cutting loading time 
in half —and boosting profits — for 
others, and how they can do it for you. 
Write for Catalog and ‘Electric Fork 
Truck Comparison Chart’, TODAY! 
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‘Cooperative advertising enables 
me to continually promote : Wy yt \\ NN THY 
Orange-CRUSH to my con- aA \ AW 
| I 

sumers. Good point-of-purchase eg 
signs, particularly outside metals 
and painted walls, have been the 
contributing factors toward ever 
increasing Orange-CRUSH mm Z 
sales in my market.”’ Ww (GH 

—Henry J. Baumeister eS . \ Gy 
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HENRY J. BAUMEISTER OF KEWAUNEE, WISCONSIN, acquired the 


Orange-CRUSH Franchise in 1922. His business has grown from a one-truck 








operation to the present fleet of fifteen modern Orange-CRUSH trucks. 
Although Mr. Baumeister has two other national franchises, Orange-CRUSH 
has maintained its leadership in both sales and 


prestige in this plant for 31 years. 


Orange-CRUSH Company - 318 W. SUPERIOR ST., CHICAGO I0, ILLINOIS 








teamed up in a premotion sponsored 
by the Dr. Pepper Bottling Co. plant 
in St. Louis. Three pairs of 51-gauge, 
15-denier nylon stockings for $1 with 
the purchase of a 12-bottle carton of 
soda was the tie-in offered. The re- 
sponse to this promotion was terrific, 
according to a company spokesman. 


MONTANA 


The J. W. Harkins Wholesale Co., 
Butte, has started the bottling of 
Bireley’s beverages with the recent ac- 
quisition of a franchise for a large 
territory. New production equipment 
has been added. 


NEVADA 


The T. C. Crosson Bottling Co., Elk, 
has obtained a Bireley’s franchise for 
a large territory now covered by the 
company. 


NEW JERSEY 

The Paulsboro Bottling Co., Inc., 
has been appointed distributor for the 
new line of Donald Duck soft drinks, 
a product of General Beverages Ltd. 
of Ottawa, Canada. The new soft drink 
in all popular flavors will be available 
at the leading retail outlets in this 
area ... One of Trenton’s oldest es- 
tablished soft drink distributorships 
was sold with the transfer of the 
Brindley Beverages from Fred A. 
Brindley to Francis C. Larkin. The 
purchaser resigned his position with 
the Hamilton Township police depart- 
ment to take over the beverage busi- 
ness. Brindley Beverages handles ex- 
clusivly the products manufactured by 
the Frank’s Beverage Company of 
Philadelphia. 

Arthur L. Yellico has taken over 
the responsible position of plant man- 
ager of The Charles E. Hires Co. in 
Newark. Mr. Yellico entered the 
Hires organization in 1947 and served 
his apprenticeship as a driver-sales- 
man in the Brooklyn, N. Y. plant, 
where he established an _ excellent 
record. He was selected for advance- 
ment in keeping with the company 
policy of training personnel for more 
responsible postions in the organiza- 


tion. 





(Continued on Page 63) 














Record Attendance at Virginia 
Enjoys Panel Discussion 































For the fourth consecutive year attendance at | 
the (forty-fourth) annual meeting of the Virginia 
Manufacturers of Carbonated Beverages set a new 
record, with a total attendance of 258 persons. Held 
at Old Point Comfort, October 12-13, the meeting 
was marked by many informative and inspiring 
talks, panel discussions and election of officers. 

The Virginia soft drink bottlers were challenged 
to develop their “depression-proof” business to the 
fullest by W. W. Clements, vice president and gen- 
eral sales manager of the Dr. Pepper Company of 
Dallas. ; 

As one of the featured speakers on the conven- 





tion program, Mr. Clements called attention to the 
great opportunity for growth of the business in 
America, regardless of economic conditions. He 
urged bottlers to review the progress of the soft 
drink industry during the last depression. Soft 
drink consumption, he pointed out, is not limited 
to any age, group or time element. “‘We should re- 
member that our products are consumed by all age 
groups in all economic levels at any time of day or 
night,” said Mr. Clements. 

Other talks were given by Ovid Davis, Coca- 
Cola Co., Atlanta, Ga.; H. A: Kellerhals, Virginia 
Dare Extract Co., Inc., Brooklyn, N. Y.; L. A. Wil- 
son, Wilson Industrial Equipment Co., Richmond; 
John J. Riley, Secretary of A.B.C.B., Washington, 
D. C.; F. Byers Miller, Dean, School of Business 
Administration, University of Richmond, and Sam 
M. Edwards, Owens-Illinois Glass Co., Atlanta, Ga. 

An excellent Discussion Panel was held with the 
officers and directors serving as a panel group. Sub- 





V.M.C.B.'S NEW OFFICERS 


Officers elected at the 44th Annual Meeting of the Virginia 
Manufacturers of Carbonated Beverages are: Left to right, 
retiring president, A. M. Krebs, Roanoke Coca-Cola Bot- 
tling Works, Roanoke: new president, J. C. Fuller, Nehi 
Bottling Works, Newport News: vice-president, A. E. Car- 
ver, Jr., Northern Neck Coca-Cola Bottling Works, Montross, 
and executive secretary, Calvert G. deColigny, Richmond. 
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Soft drinks in cans? Why not? And for a superior carton 
packaged at less cost, do it the Dacam way. Cartons by 
Old Dominion Box Company for either flat or cone top 
cans. Automatic cartoning machinery by Dacam Corp. 
No capital investment. The machinery comes with your 
carton order. Write today. 


‘ 


ail 


OLDEEDOMINION Ber Company. Inc. 
eR sae . 


Dacam Sales Division CHARLOTTE, NORTH CAROLINA 
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jects discussed included canned soft drinks, dietary 
beverages, volume, price, etc. 

J. C. Fuller, of the Nehi Bottling Co., Newport 
News, was elected president for 1954. Other officers 
and directors are: immediate past president, A. M. 
Krebs, Roanoke Coca-Cola Bottling Works, Roanoke ; 
vice president, A. E. Carver, Jr., Northern Neck 
Coca-Cola Bottling Co., Montross; secretary-treas- 
urer, Frank G. Louthan; executive secretary, Cal- 
vert G. de Coligny ; directors—Lester Dunbar, Rich- 
mond Nehi Bottling Co.; M. S. Camp, Seven-Up 
Bottling Co., Roanoke; J. W. Gibson, Jr., Pepsi- 
Cola Bottling Co., Danville; John F. Clark, Dixie 
Coca-Cola Bottling Co., Inc., Bristol; W. J. Kirt- 
ley, Dr. Pepper Bottling Co. of Charlottesville; Fred 
I. Hibbs, James E. Crass, Coca-Cola Bottling Plants, 
Richmond. 


Sampling Builds Volume, Bottler Finds 


Glaser Beverages of Seattle, Washington, under 
the guidance of Lester Jones, Mason & Mason’s West 
Coast Regional Sales Manager, early this summer 
embarked on a heavy program of store demonstra- 
tions. Mass displays, each containing 150 or more 
cases of Mason’s were built at high traffic locations 
in major super markets, with demonstrators in at- 
tendance serving cold samples of Mason’s to shop- 
pers throughout the day. With each sample of 
Mason’s, housewives were given a brief convincing 
sales talk about the product and urged to try a car- 
ton. As an added inducement, a special discount was 
offered, but limited only to those days on which 
the demonstrations were held. Sales results during 
these demonstrations were phenomenal, running to 
500 cartons or more on an average week-end. Shown 
above is one of the mass displays with two demon- 
strators in attendance. At right is Joe Craven, 
parent company representative who helped erect and 
direct the demonstrations for the Glaser Beverage 


Company. 


Deposit Bottles Bring Business Back 

The California and Nevada Manufacturers of 
Carbonated Beverages is stepping up its program 
to keep the distributing trade fully acquainted with 
the advantages of the deposit bottle. This is being 
carried out through the use of advertising space in 
grocery trade magazines, publicity and news re- 
leases, and the presentation of attractive souvenirs 
to visitors at the retail grocer conventions. 

In the development of this program, the bottlers 
have had the support and cooperation from members 
of the glass industry. The slogan that has been 
adopted: “Deposit Bottles Bring Business Back”, 
has become a by-word with the industry and is 
heard more and more frequently. Emphasized in the 
advertising to retailers is the fact that a fast turn- 
over is good business practice on merchandise, but 


not on customers. 
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We Palletized For Economy 





Many man-hours per week saved when plant operations, 


truck loading and two warehouses are fully palletized. 


by BUDDY JONES, Dixie Coca-Cola Bottling Co., Bristol, Va. 


Is November of 1950, we moved into our new 
plant in Bristol, Virginia. This plant was designed 
to retain the case-handling system used in our pre- 
vious operation, 3’ x 5’ platforms (holding 70 cases) 
and hand-powered jack-lift trucks. At that time we 


were well pleased with this system, and had taken 


care to obtain level concrete floors throughout our 


plant. During production hours all empty cases and 
full cases were handled by one man with a jack-lift; 
and our salesmen unloaded and loaded their own 
trucks with help from our checker and loaders. 

With our new facilities, we were really quite sat- 
isfied until, by chance, we visited the Coca-Cola Bot- 
tling Company of Fayetteville, North Carolina. They 
had installed the pallet and fork-lift truck system 
of case handling; and, frankly, we were entranced 
with the ease with which they handled their cases 
and the apparent man-hours saved. 

Upon returning to our own plant we realized im- 
mediately what a “natural” we had for a pallet sys- 
tem. Shortly after our official opening in March, 
1951, we returned to Fayetteville for a closer study 
of their whole system in order that we might benefit 
from their experience. 

We immediately laid plans for palletizing, and 
entered orders for pallets, fork-lift trucks, and “A” 
frame pallet bodies. By June, 1951, we had practi- 


cally finished the changeover to palletization. 


Do you wonder why we made this quick change- 
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over? We’re listing below, nine excellent reasons for 


any plant graduating to the pallet system. 


1. You reduce manual handling of each case from 
4-235 times to 2-1/10. 

2. The burden of manually unloading and loading 
trucks is removed from both the sales and pro- 
duction crews. 

3. You gain an average of 3/4 to one man-hour 
selling time per route truck, per day. 

4. You reduce overtime hours for the loaders and 
checkers. 


You increase case storage space twofold (you 


or 


can stack 15 high). 
6. With the increased storage space, you auto- 
matically extend the time of expanding your 
facilities, thereby saving additional capital in 
vestment. 
The same advantages and savings apply to the 


~] 


handling and storage of your bulk stock items, 
such as caustic, crowns, bottles, coolers, and 
Cases. 

8. You reduce in-plant breakage to practically 
nothing. 


We didn’t list the ninth excellent reason because 
we believed you would be interested in hearing the 
full story on the palletization of our two warehouse 
operations. The savings gained in this single phase 
of our operation are typical of the benefits afforded 


by palletization in the handling of all bottling mate- 
rials. 

In our previous operation, the equipment used for 
warehouse hauls was a closed van trailer, which was 
not adaptable to palletization. Thus, even after com- 
plete palletization of our Bristol plant, we continued 
to operate our warehouses in the original manner. 
After a short time it became apparent that we 
were not taking full advantage of all available sav- 
ings; and we began a study of our operation to 
determine just what might be gained by palletizing 
the total operation. Here is what we found: 

To Elizabethton, Tennessee, 23 miles away, we 
could carry 650 full cases and return with 804 
empties, due to load limits and a single-axle trailer 
It took two men 1 hour to load at the plant—two 
men 1 hour to make the trip each way——two men 3 
hours to unload at the warehouse and two men 1 
hour and 45 minutes to unload at the plant. This 
is a total of 15% man-hours. To Marion, Virginia, 
14 miles away, we could carry 587 full cases and 
return with 804 empties, due to load limits, weight 
distribution and a single-axle trailer. It took two 
men 55 minutes to load at the plant—-two men 1 hour 


and 30 minutes to make the trip each way—-two men 


3 hours to unload and load at the warehouse and 
two men 1 hour and 45 minutes to unload at the 
plant. This is a total of 171% man-hours. 


If both of these warehouses were serviced in 1 
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sound barrier? 


CORN PERFORMS VITAL FUNCTIONS...IN MANY UNEXPECTED PLACES 


The aluminum alloy in the fuselage of a supersonic jet... and the 
steel-molybdenum in its armor... use a derivative 

of corn in their manufacture. Specialized corn starches are used in 
refining and extracting these metals from their ores. This is but one of 
the numerous examples of how basic research in corn helps 


American industry ... helps you. 


CORN PRODUCTS IN SOFT DRINKS 

For the bottling industry Corn Products Refining Company supplies 
highest quality dextrose and corn syrups... recommended 
ingredients for various bottling formulas. 

We offer quality in volume supply unexcelled in the field. Complete 
technical service is available without cost or obligation. If you have a 
production problem why not check with Corn Products. We welcome 
your specific technical inquiries. 


CORN PRODUCTS REFINING COMPANY, 17 Battery Place, New York 4, N. Y. 


what's corn doing 
breaking thru the 





if 
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Manufacturers of 


CERELOSE” 
brand dextrose 


PURITOSE’ 
brand corn syrup 


GLOBE” 
brand corn syrup 


day, it would mean a round trip of 134 miles. To 
make this round trip would take 5 hours and this 
time figure could not be shortened in any way. The 
loading and unloading time involved was approxi- 
mately 23 hours making it impossible to service 
both warehouses in 1 day even with extra men to 
help at the plant. Therefore, to avoid short stock- 
ing, it necessitated tying up additional equipment 
and hiring additional manpower. 

After considerable study, we determined that if 
we could haul on a pallet trailer, the same number 
of full cases, or more, we could not only lighten 
the physical work and reduce man-hours, but make 
a trip to each warehouse in a day. 

With this in mind, we approached the Black Dia- 
mond Trailer Company, a local concern, with the 
problem, giving the following general requirements: 

(1) It is desired to haul as many pallets of 40 
cases each as possible (up to 720 full cases 
which meets present load limit). 

(2) The trailer to be designed so that the pallets 
can be loaded and unloaded with a conven- 
tional fork truck, operated from the sides 
of the trailer. 

(3) The trailer to be of tandem axle construction 
so that the maximum pay-load can be handled. 

(4) A roof and solid ends are desired for protec- 
tion of the product in bad weather. 

(5) It is desired to slant the floor of the trailer 
in towards the center to provide the neces- 
sary stability for the pallets, and to elimi- 
nate all tying down of the pallets. 

(6) The trailer to be within the legal size re- 
quirements of 8 ft. maximum overall width, 
12 ft. 6 in. maximum overall height and 45 ft. 
overall length of trailer and tractor when 
coupled. 

Final design of the 32 ft. 7 in. trailer incorporates 

a 17 in. drop frame unit which hauls four pallets 
ahead of the drop, and twenty pallets behind the 
drop. This unit has a capacity of 960 cases, which 
will be utilized if and when the present load limits 
are raised. The trailer is constructed of high tensile 
steel for a minimum weight commensurate with the 
required strength. A center partition, or backbone, 
runs the full length of the trailer and is the princi- 
pal load-carrying member. Provision is made so that 
the open sides can be covered with drop curtains 
for protection in case of unusually cold or rainy 
weather. The unit is painted standard yellow for 
Coca-Cola, with a standard red chassis and a three- 
foot red trademark mounted near the top of the 
front, and a four-foot trademark at the rear. 

With this new unit we are now able to make a 
round trip to each warehouse in eight hours with 
only one man. Another interesting figure on our 
warehouse palletization, made possible partially by 
the development of our pallet trailer, is that the 
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total loading time involved in a round trip to our 
two warehouses has been reduced from 23 man- 
hours to approximately 5 : .an-hours. To state this 
more emphatically, we have reduced manual effort 
by 78 percent. This not only represents a reduction 
in physical effort, but a reduction in man-hours per 
case. Such results are measured in dollars and cents 
and definitely reflect a lower overall production 
cost. In addition, our warehouse salesmen now have 
an hour additional selling time on their routes. 

Even with all of this our story is not complete. 
With each week that passes we find new advantages 
that have not been noticed previously. We sincerely 
feel that we should praise highly the fork-lift truck 
and the pallet—the equipment which has modern- 
ized our case handling completely. 


An All-Time Champion Safety Suggester 


Tagged as a National Safety Council “Safety Ace 
in 1943” for contributing 75 quality suggestions on 
plant safety, George S. Kurtz, a pipe mechanic at 
the Armstrong Cork Company plant, surpassed all 
the nation’s millions of war workers in volume and 
quantity. 

His frenzied “following the trail’ for new ideas 
persists and has motivated his fellow workers at 
Armstrong’s huge resilient flooring plant in Lancas- 
ter, Pa., to throw out the defiant challenge that 
George’s total number of suggestions, 572, main- 
tains for him the title of national safety suggester 
champion 10 years later. 

Safety is George’s hobby. He lives and breathes 
it, and George will readily admit that almost every 
minute at work is spent looking for ideas to make 
things safe. Frequently, the trail grows cold. What 
appears to be a valuable idea ends up being rejected 
for some reason. Over the years George has been 
with the company, he estimates that two-thirds of 
his suggestions have been rejected. Considering the 
572 executed, you can gain an estimation of the 
total he has submitted. 

It pays to have a “‘nose for safety”. 


Hires National Ads Rank High 


It was recently revealed by The Daniel Starch 
Organization in its survey of national magazine ad- 
vertising readership that The Charles E. Hires Com- 
pany’s 1952 LIFE, LOOK, POST Campaign was 
considerably effective from readership standpoint. 
The Starch report indicated that the Hires ads had 
high competitive value—that in the series was one 
of the two best read ads in the soft drink field and 
secured ‘“‘more readers per dollar” than the other 
best read ad—a full color page of a leading cola. In- 
dication based on authoritative opinion is that the 
1953 Hires Oldtime Root Beer Campaign will again 


be atop rank national advertising effort 


To Bring You 


Plenty of 


Round Trips 
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Fibreboard is used in 


GAYLORD 
Beverage Carriers 


There’s a reason why Gaylord carriers 
stay strong, straight-stacking and 
good-looking. These are the only 

beverage carriers built of Gaylord’s 

patented solid fibre board... 





specially developed by Gaylord 
scientists to withstand rough 
handling and moisture. 


~ "> vr) 


Testing Board for Whiteness 





For help in finding the 
beverage carrier that will reduce 
your bottle-handling overhead, 
consult your nearby Gaylord 
Sales Office listed under 
“BOXES (Gaylord)” in the 
classified section of your 


phone book. 





Sales Offices: Coast-to-Coast 


GAYLORD CONTAINER CORPORATION 


General Offices: ST. LOUIS 














ABCB CONVENTION 


You SEE HERMANS DO A JOB FOR YOU 
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YOU SAW THEM 
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“THERE... 





AT THE 
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HERMANS, HERMANS 


THE Jog _ 


DOING a JOB/ 













ON YOUR DELIVERY ROUTES / 


Every day HERMAN Bottlers’ Bodies are reducing costs and 
raising profits. They can make money and save money for you 
too. Delivery cost sheets every day show HERMAN'S superiority. 


HERMAN puts more into a delivery body ... it takes experi- 
ence ... production line facilities .. . 4nd special equip- 
ment to build these better bodies. HERMAN has them. . . they 
spell PROFITS for you. 


Y. Yelena ® Saco), @ V's ws 
ST. LOUIS 10, MO. 
FRanklin 5300 


$ ° 
OF Finest ALL-STEEL, Ari -werve 


Cable Address HERMANBODY 








A.B.C.B. Plant Training Faculty Named 


Instructors for the 1954 A.B.C.B. plant training 
course in Washington, D. C., March 1-6, at Hotel 
Lafayette, have been announced as follows: 


Frank S. Bell, Assistant Chief Engineer, Machin- 
ery Division, Crown Cork and Seal Company, Balti- 
more, Maryland; Dr. W. C. Cooper, Director of Re- 
search, Geo. J. Meyer Manufacturing Company, Mil- 
waukee, Wisconsin; William H. Cooper, Jr., Vice 
President, Tru-Ade, Inc., Elgin, Illinois; Anthony 
J. Granata, Manager General Technical Sales, Pure 
Carbonic Company, New York, N. Y.; Joseph F. 
Hale, Manager, Bottlers Service Department, Nehi 
Corporation, Columbus, Georgia. 


Martin J. Hans, General Service Manager, Ma- 
chinery Division, The Liquid Carbonic Corporation, 
Chicago, Illinois; Myron J. Hess, General Manager, 
S. Twitchell Company, Camden, New Jersey; Lynn 
E. LaGarde, Manager, Engineering Department, 
The Coca-Cola Company, Atlanta, Georgia; Dr. John 
M. Sharf, Chief of Closure Research, Research & 
Development Center, Armstrong Cork Company, 
Lancaster, Pennsylvaia; Dr. J. H. Toulouse, Chief 
Engineer, Quality and Specifications Department, 
Owens-Illinois Glass Company, Toledo, Ohio; and 
C. T. VanderMolen, Manager, Food Products Divi- 
sion, Infilco, Inc., Tucson, Arizona. 








NEW DAD’S CARRY-HOME CARTON 


Dad's Root Beer Company has announced a new 
6-pack carton, designed in three sizes for carrying 7, 
10, and 12 ounce bottles. Unit carries its own sales 
message, making it ideal for mass display set-ups. 
Carton is produced by the Atlanta Paper Company of 
Atlanta, Georgia. 





National Bottlers’ Gazette 


wh 2a Oee weet fet Geet et < 








(Continued from Page 44) 


BEVERAGE PRICES ... BY STATES 





Cities 





Minot 
Grand Forks 
Bismarck 
Fargo 
Jamestown 
Devils Lake 


Cities 





Toledo 
Lorain 
Cleveland 
Akron 
Youngstown 
Lima 
Canton 
Columbus 
Springfield 
Dayton 
Cincinnati 


Cities 





Bartlesville 
Tulsa 
Oklahoma City 
Muskogee 
Okmulgee 
Lawton 
Ardmore 
Shawnee 


Cities 





Astoria* 
Portland 
Salem* 
Eugene 
Roseburg 
Klamath Falls 
Grants Pass 
Medford 

Coos Bay 


* Except Coke at .90. 


Cities 





Allentown 
Harrisburg 
Johnstown 
Philadelphia 
Pittsburgh 
Reading 
Scranton 
Wilkes-Barre 


Cities 





Providence 
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NORTH DAKOTA 




















6-8 oz. 10-12 oz. Quarts 
-96-1.20 1.20 1.70-1.85 
1.20 
-96-1.20 .96—1.10 1.60-1.75 
-96-1.20 .96-1.40 1.60-1.90 
.90- .96 1.25-1.75 
1.20 1.20 1.80 
OHIO’ 
6-8 oz. 10-12 oz. Quarts 
.65- .96 .80-1.10 1.30-1.65 
96 1.45-1.60 
.80-1.12 .96—1.20 1.20-1.60 
.80-— .96 -96-1.20 1.10-1.45 
96 1.20 1.45 
.80- .96 .80-1.12 1.10-1.50 
.80- .96 .96-1.20 
.80-1.12 -96-1.12 .90-1.60 
.80- .96 .80-1.14 1.40-1.60 
.80-1.12 .96-1.12 1.25-1.60 
.96-1.12 .96-1.12 1.36-2.00 
OKLAHOMA 
6-8 oz. 10-12 oz Quarts 
80 .80 
.80- .96 .80-— .96 
.80-1.00 -80-1.20 
.96 96 
.80- .96 .80- .96 
.80 .80 
.80 .80 
96 96 
OREGON 
6-8 oz. 10-12 oz. Quarts 
1.50 1.50 2.00 
-90-— .96 96 1.25-1.75 
1.40 1.40 2.00 
1.40 1.40 2.00 
1.40 1.40 2.00 
1.40 1.40 2.00 
1.30 1.30 1.80 
1.30 1.30 1.80 
1.30 1.30 1.80 
PENNSYLVANIA 
6-8 oz. 10-12 oz. Quarts 
-70— .96 1.12 1.00-1.45 
-80-1.00 1.00-1.12 1.40-1.60 
.96-1.12 1.12 1.50 
751.12 .80-1.56 .90-1.65 
.65-1.20 .90-1.40 1.00—2.00 
.96-1.12 1.12-1.20 1.45-1.60 
.55— .96 .90-1.96 1.25-1.60 
-70-1.00 .90-1.10 1.00-1.45 
RHODE ISLAND 
6-8 oz. 10-12 oz. Quarts 
.60— .96 .80-1.12 .90-1.60 
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Manufactured by ATKRON, Inc. 
Installed by RCA Service Co. 





Here's COMPLETE ACCEPTANCE—from 
bottlers operating large, medium, and 
small plants. Let them tell you the im- 
portant results they have had with the 
RCA Uncaser and Washer-Loader. (Their 


names are available on request.) 


CUTS OUT BACK-BREAKING WORK 
“Our new RCA Uncaser and Washer-Loader has 
boosted employee morale greatly.” 


REDUCES BOTTLE BREAKAGE 
“Our RCA Uncaser and Washer-Loader is paying for 
itself in labor saving and contributing to bottle life and 
over-all plant efficiency.” 
MEASURES UP IN USE 
“Please ship two more RCA Uncaser and Washer- 
Loaders as soon as possible.” 


INCREASES PRODUCTION 
“The first day we used our RCA Uncaser and Washer- 
Loader we bottled 4 barrels more syrup than ever before.” “My RCA Uncaser and Washer-Loader is a practical 
“Production on line with the RCA Uncaser and machine— well engineered.” 
Washer-Loader has greatly exceeded the previous best “I would not be without my RCA Uncaser and 
record on any of the four lines.” Washer-Loader for 10 times what it cost.” 





FOR INFORMATION MAIL COUPON NOW! —— —— — — — — — — ~ 
RCA Beverage Equipment, Dept. 81X, Building 15-7, Camden, N. J. 
In Canada: RCA VICTOR Company Limited, Montreal. 
| Please send me information on the RCA Uncaser and Washer-Loader 
BEVERAGE EQUIPMENT SECTION | 
| Name Til 
ANGé ec 
RADIO CORPORATION | 
( é 
of AMERICA | oem 
ENGINEERING PRODUCTS DEPARTMENT. CAMDEN. N.J. Address 
AY R Company i ed, | City ’ = OS State 




















“Him say the Nehi Line is the most 
complete line in the industry” 





PALE DRY 


ge rll 


G, 





NEHI CORPORATION 
COLUMBUS, GEORGIA 
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Cities 





Charleston 
Columbia 
Florence 
Greenville 
Spartanburg 


Cities 





Sioux Falls 
Aberdeen 
Rapid City 
Pierre 
Watertown 


Cities 





Nashville 
Johnson City 
Knoxville 
Jackson 
Memphis 
Chattanooga 


Cities 





Amarillo 
Wichita Falls 
Fort Worth 
Dallas 
Ranger 

San Angelo 
Waco 
Austin 

Del Rio 

El Paso 

San Antonio 
Beaumont 
Houston 
Port Arthur 
Eagle Pass 
Laredo 
Alpine 
Monahans 
Abilene 
Lubbock 


Cities 





Ogden* 
Logan* 


Salt Lake City* 


Provo 
Richfield 
Cedar City 


* Coca-Cola at .80. 


Cities 





Burlington 


Cities 





Alexandria 
Danville 
Petersburg 
Richmond 
Roanoke 


SOUTH CAROLINA 



































6-8 oz. 10-12 oz. Quarts 
.96-1.20 .96-1.20 2.04-2.40 
.80-1.20 .96-1.20 2.04-2.40 
.91-1.25 1.01 2.04 
.86-1.20 .96-1.20 
86 .96 } 
' 
SOUTH DAKOTA | 
6-8 oz. 10-12 oz. Quarts 
.96 .96-1.20 
.90-1.00 1.20 
1.30 1.40 
.90-1.00 1.10-1.20 
.96 1.10-1.20 
TENNESSEE 
6-8 oz. 10-12 oz. Quarts 
.80 
80 
.80 
.80 
.80 
.96 
TEXAS 
6-8 oz. 10-12 oz. Quarts 
85- .95 95 
.80 .80 
.80 .80 
.80 .80 1.65 
95 96 
.90 .90 1.30 
.80 .80 
.80 .80 
.80 .80 
.80- .96 96 1.20 
.80- .90 .80 1.40 
96 .96 1.85 
.80-1.00 .80-1.00 
.96 96 
96 96 
96 96 
1.20 1.20 
.96 96 
.96 .96 
.80 .80 
UTAH 
6-8 oz. 10-12 oz. Quarts 
1.00-1.40 1.00-1.40 1.60-1.80 
.80-1.10 .80-1.10 1.55-—-1.80 
.80-1.10 .80-1.10 1.55-1.80 
.80-1.20 .80-1.20 1.55-2.00 
.80-1.40 .80-1.40 1.55-2.00 
VERMONT 
6-8 oz. 10-12 oz. Quarts 
.80-1.12 .96-1.12 1.25-1.60 
VIRGINIA | 
6-8 oz. 10-12 oz. Quarts E 
80 96 7 
.80 .80 E 
80 80 I 
80- .96 .80- .96  1.00-1.60 . 
96 96 1.25-1.60 k 
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WASHINGTON 




















Cities 6-8 oz. 10-12 oz. Quarts 
Yakima -96-1.40 -96-1.40 1.68-2.00 
WEST VIRGINIA 
Cities 6-8 oz. 10-12 oz. Quarts 
Bluefield .96 96 .85-1.00 
Charleston 80- .96 96 1.20-1.60 
Huntingion -76-1.70 1.45-2.00 

Clarksburg 1.20 1.20 
Parkersburg .96 96 
WISCONSIN 
Kenosha 1.00-1.40 1.40-1.60 1.40-1.65 
LaCrosse -96-1.00 1.10-1.25 1.25 
Madison .96-1.20 96-1.20 1.00-1.60 
Milwaukee .90-1.20 90-1.20 1.10-1.65 
Oshkosh .90-1.20 1.00-1.10 1.25-1.40 
Sheboygan -95-1.20 1.10-1.40 1.35-1.50 
Green Bay 1.05-1.20 1.25-1.40 1.40-1.60 
WYOMING 
Cities 6-8 oz. 16-12 oz Quarts 
Cheyenne 1.20 1.20-1.30 1.60-2.00 
Laramie 1.20 1.20-1.30 1.60-2.00 
Rawlins 1.20 1.20-1.30 1.60-2.00 
Torrington 1.20 1.20-1.30 1.60-2.00 
Wheatland 1.20 1.20-1.30 1.60-2.00 
Casper .90-1.20 1.20-1.30 


Canada Dry Goes "To The Dogs" Again; 
2nd Pup Contest Launched 


Canada Dry is readying a repeat performance of 
the most popular promotion it ever staged, with the 


offer of 255 high-pedigree dogs worth a total of 


$37,500 as prizes in its second great “Win A Pup” 
Contest starting October 5th. 

Explaining the repeat, vice-president W. S. Brown 
said: “Our first Win-A-Pup contest two years ago 





EVERYBODY LOVES A DOG 


These four bluebloods are typical of the 255 high-pedigree 
pups to be given away in Canada Dry’s second “Win A 
Pup” contest. Professional breeder Walter C. Foster shows 
the four breeds offered: boxer, dachshund, cocker and 
beagle. 
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This advice is 
worth REPEATING 


Comes summer, the demand for soft drinks 
will soar. Yet you may lose out on sales... 


if you haven't enough bottles on hand. 


Don't take chances! Order your Wedg- 
Wall Beverage Bottles now. Now is the 
time Thatcher is best equipped to manu- 
facture your bottles. Talk to your nearby 
Thatcher representative today. Or write, 


wire or phone Thatcher Glass direct. 


THATCHER 


MANUFACTURING COMPANY INC., 





Elmira, WY. 





Factories: Elmira, N.Y., Lawrenceburg, Ind., Streator, Ill 


vi ’ Representatives in Principal Cities 
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FOLLOW THIS 
GOOD EXAMPLE 


for the best labeling in the 





WORLD Labelers are naturally relied 
upon to apply the new Canada Dry flavor 
labels now being consumer tested in the 
New York and New England markets. 


FOR BIG PRODUCTION 

WORLD Automatic Tandem Labelers 
got the call. They have the capacity to 
handle from 75 to 350 or more per 
minute — body labels, neck labels and 
foil — with the certainty that the bottling 
line will not be stopped or slowed by 
the Labelers, for one Tandem unit may 
be cut out of service and the other units 


will take up the slack. 


FOR MEDIUM PRODUCTION 

WORLD Automatic Rotary Labelers are 
relied on, not only by Canada Dry bot- 
tlers inthe N. Y. and N. E. test area, but 
by Canada Dry and other beverage bot- 
tlers the country over. They do the com- 
plete job dependably day in and day out 
with minimum attention and low operat- 
ing cost. 


FOR RELATIVELY SMALL PRODUCTION 
WORLD Model S Semi-Automatic La- 
belers are exceedingly easy to operate 
by unskilled help and are quickly ad- 
justable to changes in label and bottle 
sizes for short runs. 

For recommendations and estimates on the one best Labeler 

in the WORLD for you, get in touch with 


ECONOMIC MACHINERY COMPANY 
60 FREMONT STREET 
WORCESTER 3, MASSACHUSETTS 


DIVISION OF GEO. J. MEYER MANUFACTURING CO. 
CUDAHY, WISCONSIN, U.S. A. 


t 


THE WORLD 4-UNIT 
TANDEM LABELER 


brought a flood of enthusiastic letters from both 
dealers and consumers, as well as a tremendous 
boost in sales of Ginger Ale. When a contest promo- 
tion is as popular as that, we’d be foolish not to do 
it again.” 

To insure an even better showing this time, Can- 
ada Dry has devised several new features for the 
promotion. Most important among these are a num- 
ber of ingenious store display pieces, including an 
animated cocker spaniel cutout. “This captivating 
little fellow with flapping ears and wagging head 
will be a sure-fire attention getter,”” Mr. Brown en- 
thused. The battery-powered unit may be set up 
anywhere since no wires are needed, he said. 

Other special display pieces are a compact, four- 
case quart merchandising unit, a window poster and 
a versatile bottle-top card which can be used in 
three different ways. Pads of entry blanks are at- 
tached to each display “to eliminate fuss and bother 
on the dealer’s part.” 

The contest is a simple one, requiring only the 
addition of 25 words or less to the phrase “I like 
Canada Dry Ginger Ale because .. .” and sending 
the entry with two bottle caps to a Canada Dry P. O. 
box. 

Canada Dry has engaged one of the nation’s fore- 
most dog breeders to be responsible for all details 
of breeding, inoculating and raising the pups to 
eight weeks old. The prize boxers, cockers, dach- 
shunds and beagles, the four most popular breeds 
in America, will be shipped direct to winners’ homes, 
complete with pedigree papers and a health guaran- 


tee. 


Baby Gets Hot Name From Cool Drink 


A newborn infant in Tuscon, Ariz., has been 
named after pop. But “‘pop” in this case was not his 
father, Leon Brandt, a former University of Arizona 
football star, but Dr. Pepper, a soft drink. 

Here’s the story: 

Mrs. Brandt was entered in a Dr. Pepper “Silver 
Dollar Man” radio contest. This is a local giveaway 
program during which homes of listeners are called. 

Peter Tufts, Dr. Pepper’s “Silver Dollar Man” on 
Station KTUC in Tuscon, phoned Mrs. Brandt re- 
cently. There was no answer, so Tufts moved on to 
the next name on his list. 

Seconds later, an anonymous call came into the 
KTUC studios advising the announcer that Mrs. 
Brandt had gone to the hospital the day before and 
had given birth to a son. Tufts immediately phoned 
Mrs. Brandt at St. Mary’s hospital in Tuscon. 

She informed him that the baby had not yet been 
named. He got her permission to ask his radio 
listeners for suggestions. 

The overwhelming popular choice was “Pepper.” 
The parents approved. And that is how Pepper 
Brandt got his name. 
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It's management's job to keep the employee at 
his job. Personnel-relationship principles properly 


applied will do the trick. 


7@ BSENTEEISM has existed in the beverage in- 
dustry for but only recently 
for top management study. It has 
more acute due to higher wages, unemployment in- 


years, has it come in 


been growing 


surance, shortage, and long:-hours of 
overtime. 

Prior to the emphasis on these current problems, 
absenteeism was not severe enough to make it vital 
to the efficient production in a plant. 
Workers needed every dollar they could get during 


their employment, 


a manpower 


bottling 


and there were plenty of appli- 
when an employee 
too, the 
of production was not as great as it has been in 


cants to step in and take over 
failed to report for work. Then, urgency 
recent years. 

there will always 
workers who would rather take a day off 
There are others who 


Human nature, being what it is, 
be some 
than to receive a day’s pay. 
working seven 


They 


earn high wages and overtime by 


days a week during the busy season. want 


Then, there 
and do not 


time off to spend some of their money. 
like their 
work and spend the 


are others who do not job 


report for time looking for 


another job. 
absenteeism in 


Regardless of the reason for the 








HANSEN 


SALE 





ONE-HAND 
x 
ADVERTISING* wis TACKER 
x% POSTERS POINT-OF-SALE ADVERTISING is_ installed 
IGNS neater, faster, in more outlets—with the 
oo HANSEN one-hand Tacker. Zip! Zip! Fast as 
*& PLACARDS you grip—it drives T-head Tacks or two-pointed 
* WINDOW tackpoints. Holds 84 to 140 staples per loading. 
TRIMS Extensively used by national advertisers, job- 
i bers, distributors, bottlers, for timely, effective 
* — tacking of all types of indoor and outdoor point- 
OUTDOOR of-sale materials. Write for full details. 
POSTING REQUEST 
*& STREAMERS taped 
>. nn A. L. HANSEN MFG. CO. 
PANELS 5056 Ravenswood Ave., Chicago 40, Ill. 
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For a Better 
Buy 


Specify 
Beverage Cases 


. is what you get when you buy Gaco 
Tufbilt Beverage Cases. Bottlers records show more 
than ten years’ service for many Gaco Cases. You 
add economy through availability of standard replace- 


ECONOMY .. 


ment parts. Send us your order today . . . see why 
Gaco Cases... 
Standard LOOK BETTER 


LAST LONGER 


GIDEON - ANDERSON 


replacement parts. 


LACE 
J BOXES 


CIDEON MISSOURI 








Gace Tufbilt 


| @ FILLERS © TUBING ¢ PUMPS 





a bottling plant, 


kept at a minimum to keep production on a profit- 
able basis. One man away from the job will not close 
the bottling plant, but it will slow up the production 


schedule, 


executives know 



















that 


or slow down the day’s sales. 

















|We can as 
| Seared. mixing, storing and filling equip- 
ment. 


© MIXING & STORAGE 
© PORTABLE AGITATORS 

© FILTER MEDIA ¢ FILTERS 
© STAINLESS STEEL MEASURES, 


TANKS 


PAILS, Etc. 


© FITTINGS 
© CONVEYORS, Etc. 


See us at Booth No. 232 
at the ABCB Convention 





P 
AE PACS 


2414 S. MICHIGAN AVE., 


ly all or any part of your 


it must 














STAINLESS 
STEEL 
SMALLWARE 














CHICAGO 16, ILL. 















Here are five suggestions for handling the 
chronic absentee in a bottling plant: 


1. KEEP ATTENDANCE RECORDS 


Of course, all bottling plants keep records of when 
an employee works and when he does not. Payroll 
records indicate who is on the job and who is not, 
so the payroll can be made up properly. But, in many 
bottling plants that is where the records stop. Man- 
agement knows how many men worked on each par- 
ticular day, but it does not know who is a chronic 
absentee, 

Records that indicate who is poor in attendance 
will turn the spotlight on the trouble makers. Know- 
ing this fact about the problem, something construc- 
tive can be done to eliminate the absenteeism prob- 
lem in a bottling plant. When a worker is discovered 
on the absentee list he can be reminded of the com- 
pany policy on absenteeism. 

Some bottling companies follow through on this 
record of chronic absentees and issue verbal warn- 
ings to each man who is absent two or more times 
during the month. After the first verbal warning, 
a written reprimand is sent to the foreman, the 
worker, and the union steward (if a union plant) 
for continued absenteeism. 


2. INVESTIGATE 
Reasons given for absenteeism run the gamut 


of human behavior. When alarm clocks are hard-to- 
get the standing excuse is, ““No alarm clock”. When 
transportation is not in operation on a strict sched- 
ule the excuse is “missed my bus.” Other excuses 
will range from “no baby sitter” to “notice from 
my draft board,” and in most instances can be 
spotted as just excuses. 

However, back of every excuse there is a basic 
reason—something that the worker blames for be- 
ing absent. In some cases this investigation will 
uncover something that can be corrected easily— 
more parking facilities, better light in work areas, 
or more of a feeling of importance. 

Many times through an investigation into the 
causes of why a chronic absentee fails to report for 
work there will be indications of what management 
can and should do. Perhaps a shift in jobs will solve 
the problem. Or, perhaps better training or the del- 
egation of some responsibility will give the employee 
more interest in his work in the plant. 


3. ADVICE 

Knowing the reasons why an employee is on the 
chronic absentee list gives the foreman or bottling 
plant manager something to use when talking to 
the worker. Good sound common sense will solve 
many problems for the worker and will bring him 
back to the regular worker classification. 

Outlining the benefits of steady work for the em- 
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Union Acid Proof 
Caramel Color 


Always Uniform * } 
When You Use... 


Brilliancy 
Uniformity 
Stability 


For full information write 
our Service Department 


Guaranteed 


Distributor for 


COLUMBUS, IND. 
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NULOMOLINE 











Union Sales Corporation 


Union Starch & Refining Co. 








ugar 





The quality liquid sugar 
for quality products...always uni- 
form...made by a manufacturer 
with over 40 years of KNOW-HOW 
and exacting standards. 


® 


TANK CARS 


TANK WAGONS 


CONSIDER THESE ADVANTAGES: 


e@ Controls batches 

® Decreases labor costs 
* 

e 


Order direct or 
through your 
Sugar Broker 


Increases production 

Eliminates bag dust, 
lint, and sugar 
spillage 


NULOMDLIN 
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THE NULOMOLINE DIVISION 


AMERICAN MOLASSES COMPANY 
120 WALL STREET, NEW YORK 5, N. Y. 
Plants at 
Brooklyn, N.Y. » Chicago, Ill. » Los Angeles, Cal. » Montreal, Canada 


ployee may solve the problem. If wage increases, 
promotions, and layoffs are based on attendance 
records the worker should know it. Passing on this 
information with a spirit of helpfulness will bring 
many chronic absentees back to work on Monday 
morning rather than have their names turn up on 
the absent list. 


Medical advice from the doctor may be the answer 
to the individual’s problem. This all comes under 
the technique of helping the worker adjust himself 
to the job and to the bottling plant’s policies. When 
the employee is completely adjusted, he will be hap- 
pier and will do a better job around the plant. 


4. REMIND 

Most organizations inform all new employees 
about the rules and regulations when they are first 
employed. Some bottling plants are very careful 
about this introduction to the plant, but that is the 
last time the employee hears of the rule until he 
runs afoul of it later. 

Chronic absentees should be reminded of the at- 
tendance rules and any penalties when they start 
to develop into a problem case. Reciting the rules 
in a firm and a fair manner to several employees 
may be enough. Washroom talk will pass the word 
along that there are certain rules about this that 
are being enforced in the plant. 

When chronic absentees are not reminded of the 
rules on reporting for work, they will pass the word 
along to others that the bottling plant does not en- 
force this rule about not reporting to work. Others 
will hear of it, see that nothing is done to eliminate 
the situation, and the absenteeism problem con- 


tinues to grow. 


5. DISCHARGE 

When the first four steps outlined fail to bring 
the worker back into line, it is probably best to dis- 
charge him. One chronic absentee can cause more 
trouble on attendance than ten workers who have 
perfect attendance records can do good. Workers, 
who report to work Monday morning even though 
they would have rather spent another day fishing, 
are jealous of the worker who does not report. They 
watch to see what is done to the absent worker .. . 
and, if he continues to get away with this type 
of performance, others will try it. As it goes on the 
bottling plant starts to develop an acute case of 
absenteeism. 

Then, it is time to use the fifth method of handling 
the chronic absentee .. . fire him. Even in the face 
of a manpower shortage this method may be the 
only solution to some individual cases. Firing is 
brutal, but it is one sure way to cut off this leak 
of profit and to reduce absenteeism in a bottling 


plant. 
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BOTTLER BRIEFS 
(Continued from Page 50) 





NEW YORK 

J. Eugene McMahon and Karl E. 
Felmeden have been elected to the 
board of directors according to an 
announcement from the Canada Dry 
Bottling Co. of Buffalo, Inc. . . . Ed- 
ward J. Bligh, director of insurance 
for the Pepsi Cola Company, has ac- 
cepted the chairmanship of the United 
Hospital Fund’s 1954 Queens, N. Y. 
campaign, according to the Fund’s 
president, Charles D. Halsey ... the 
Coca-Cola Bottling Co. of Jamestown, 
has acquired the Jic-Jac franchise and 
will add Jic-Jac in the full quart line. 
... The 35,060 square foot Pepsi-Cola 
bottling plant, most recently completed 
unit in the expanding industrial de- 
velopment at Roosevelt Field, Mineola, 
L. I., is now in production. The plant 
employs approximately 50 persons. 


NORTH CAROLINA 

What local officials say will be the 
most modern bottling plant in the 
South will result from a_ program 
started at the Burlington Coca-Cola 
Bottling Co. This expansion program 
will call for an expenditure in excess 
of $100,000. E. D. Hartman, Jr., gen- 
eral manager of the plant stated that 
the main improvement will include 
the installation of new Meyer’s Pre- 
Mix bottling equipment which not only 
will double the bottling speed, but also 
will provide fool-proof sanitation. An- 
other feature of the new equipment 






will be the installation of two RCA 
electronic eye devices that will be used 
to scan all bottles for foreign ingre 
dients. This local plant, which em 
ploys 45 people, is located at 825 South 
Main Street and serves Alamance and 
a part of Orange and Caswell coun- 
ties ... The Greensboro Nehi Bottling 
Co., Inc., owned by N. D. Sowerby, 
president and treasurer, has purchased 
the Greenville franchise of the Nehi 
Bottling Co. Mr. Sowerby purchased 
the franchise from the Pate Dawson 
Corporation. He will distribute Nehi 
flavors and Royal Brown Cola in Pitt 
and five other surrounding counties 
...the Pepsi Cola Bottling Co., Rocky 
Mount, has recently installed a new 
Miller Hydro Model J high speed case 
and carto packer and a Miller Hydro 
Model K Air-Matic case cleaner 
Buford Guy, manager of the Coca- 
Cola Bottling Co. of Salisbury, re 
cently presented an authentic litho- 
graphed reproduction of the Declara- 
tion of Independence to Charles C. Er- 
win, superintendent of Schools of 
Rowan County. The framed reproduc- 
tion of the nation’s most historic 
document, is in actual size and shows 
precise penmanship of the engraved 
script... C. Lupton Thomson, man- 
ager of Capital Coca-Cola Bottling Co., 
was elected president of the Raleign 
Tourist and Convention Association. 
.. Serving Forsyth, Davidson, Davie, 
Iredell, Stokes and Surry counties, the 
Pepsi Cola Bottling Co. of Winston- 
Salem, played host to national officials 
and dealers at the recent opening of 
the handsome new $200,000 building. 
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A STRIKING DISPLAY FOR FRANCHISED BOTTLERS 

Typical of the new dominating advertising program which has been started by the 
Bubble Up Corporation, this spectacular sign which has been erected at the foot 
of Main Street in Oskaloosa, Iowa, attracted much favorable attention and comment. 
The sign measures 10 feet high by 40 feet long and is illuminated with 3-color 


neon effects. 
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The one-story structure is 175 by 200 
feet and contains 35,000 square feet. 
Features include a fireproof roof and 
air-conditioned offices. There are new 
stainless steel syrup mixing and stor 
age tanks, two new steam generators 
and a new type of case and carton 
packer. H. N. Thomas is manager of 
the new plant. 


NORTH DAKOTA 
J. C. Dybwad, manager of Caring- 
ton Beverage, Inc., of Carrington, 
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N. D., has announced that his com- 
pany has been awarded a franchise to 
produce Canada Dry beverages. The 
company, which also bottles Pepsi 
Cola, expects to be ready for produc- 
tion of the Canada Dry line by Febru- 


ary, 1954, 


OHIO 

Sale of Peter Schille, 86-year-old 
soft drink bottling firm at 121 E. 
Main Street, to the W. T. Wagner’s 
Sons Co. of Cincinnati, was made 


you ll 
sell 
more 
when 
you 
bottle 
these 3 
outstanding 
flavors 
by 


Salient 






known recently by Edward Wagner, 
of the latter firm. Mr. Wagner said 
the plant will continue to operate as 
in the past and Frank Constans will 
continue in his position as manager 

the Pepsi Cola Bottling Co. of 
Ripley, is moving new equipment into 
its new bottling plant. The first pro- 
duction item included a 25-ton bot- 
tler .. . The Akron Distributing Co. 
has been named distributors of Can- 
Summit, Port- 
age, Medina and sections of Wayne 


ada Dry beverages 


Counties, accorcing to a statement is- 


sued by Thomas P. LaRose, president 


of the Akron firm. The new business 
will be operated as the Canada Dry 
Distributing Co. of Akron, a division 
of Akron Distributing, and will have 
offices and warehouse facilities at the 
same location as the parent company, 
830 S. Main Street, Akron. Mr. La 
Rose has appointed Don Rinella, who 
has been a district manager of Akron 
Distributing, as manager of the oper- 
ation. 


OKLAHOMA 
Employes of Coca-Cola Bottling Co. 
Tulsa, paid tribute recently to the 


May God show us the way 
to bestow the gift of Eternal 
Peace on our loved ones. 
Let our Hope for the Future 
spur us on to face the New Year 
with Courage ... ever mindful 
of our individual responsibilities 


in bringing Good Will toward men. 


We, of the Flavorex Company, 
are deeply grateful for your 
Confidence and Patronage, 
and hope that in the years 
ahead, we will continue to 
merit your Friendship. 





memory of F. N. Batsell, president of 
the concern, who was killed in an au- 
tomobile accident last April, by un- 
veiling a bronze plaque at the plant, 
1200 N. Lewis Ave. Mrs. Batsell, 
president of the company, unveiled 
and accepted the plaque which was ex- 
ecuted by Bernard Frazier, Tulsa 
sculptor Through the courtesy of 
the Coca-Cola Bottling Co. and its 
manager Joe Edwards, an authentic 
reproduction of the Declaration of In- 
dependence has been placed in the 
room of Miss Hittie Kilgore, Amer- 
ican History instructor in the Chicka- 
sha High School... Mrs. T. B. Blake, 
resident of Ada, Oklahoma, died at a 
local hospital following a serious ill- 
ness which developed as a result of a 
heart attack. She had served as vice 
president and secretary of the Ada 
Coca-Cola Bottling Co. 


OREGON 

Dale C. Alexander, with the Coca- 
Cola Bottling Co. of Oregon during 
the past six years, has been named 
manager of the plant at 111 N. E. 28th 
Ave. Mr. 
as assistant to W. 


Alexander has been acting 
A. Bingham, vice 
president and general manager. Prior 
to joining the firm, Mr. Alexander had 
been Portland district manager for the 








Pacific Coca-Cola Bottling Co. . . John 
Hagen and D. Anderson, doing busi- 
ness as the Hires Bottling Co., 1495 
S. 12th St., 
Hires franchise 


Salem, have acquired a 
A Canada Dry 
franchise has been granted to R. J. 
Kalina and F. O. Konschot, partners 
in the Willamette Beverage Co. of Eu- 
gene, Oregon. Actual production will 
not begin for several months, until 
additional machinery is installed. Dis- 
tribution will cover a_three-county 
area previously serviced by Canada 
Dry’s company-owned plant at Seattle. 
The Eugene bottle also produces Pepsi- 
Cola and Nesbitt Orange beverages. 


PENNSYLVANIA 

According to word received by the 
Frostie Co., Baltimore, The Frostie 
Bottling Co. of Ambridge, Pa., has 
has been forced by increased volume 
to expand its bottling and storage fa- 
cilities. Co-owners Joe Druzisky and 
George McClerk have already an- 
nounced that they are presently build- 
ing a modern plant with increased ca- 
pacity The same expansion story 
is told by Francis L. Herrmann, owner 
of Winter Club Beverages, the Frostie 
bottler in Sharon, Pa. He expects to 
move into a new and larger plant 


within a month... The Hastings Bot- 
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DAD'S A HIGH SCHOOL FAVORITE IN OREGON 


Pictured above is a typical group of Roseburg, Oregon high school students enjoying 
an informal Dad's get-together. The students all attend the Yoncalla Union High 
Schoo! in that city. The Roseburg Dad's bottler is very active in stimulating the youth 
market and makes this soft drink available for innumerable social gatherings in 
close association with supervised school functions. 
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tling Works, Hastings, Pa. has an- 
nounced the signing of a new Jic-Jac 
franchise for their territory ... The 
Coca-Cola Bottling Co. of Philadelphia 
is sponsoring radio broadcasts of the 
nine games of the University of Penn- 
sylvinia football schedule this season, 
over local radio stations. 


RHODE ISLAND 

The Woonsocket Community Chest 
through advanced solicitations by its 
Business and Industry division, moved 
another step toward its goal of $73,- 
000 with the announcement that the 
Coca-Cola plant employees voted 100 
per cent to contribute to the drive 
through the payroll deduction plan. 
This marks the third year the soft 
drink firm has voted 100 per cent pay- 
roll deduction. 


SOUTH CAROLINA - 

County police following a truck be- 
ing driven in an erratic manner 
through the streets of Charleston 
finally saw it crash into a building in 
Stark Annex. According to the police, 
two men leaped from the truck and fled 
into the woods. Further investigation 
revealed that the Dr. Pepper Bottling 
Co. at Stark Industrial Park had been 
entered through the front door and 
the truck stolen. Nothing else of value 
had been taken from the plant. 


TENNESSEE 

Workers at two Memphis soft drink 
plants rejected by overwhelming mar- 
gins two unions seeking to represent 
them as collective bargaining repre- 
sentatives. In balloting at the Coca- 
Cola Bottling Co. at 256 Washington 
and the Pepsi-Cola Bottling Co. at 316 
South Front, the workers decided 
more than 2 to 1 to continue on a 


non-union basis. 


TEXAS 

The Texas Coca-Cola Bottling Co. 
recently held open house at their mod- 
ern plant in Big Spring. Virtually the 
last word in bottling plant design and 
construction, the plant covers an area 
of 208 x 385 feet. There is a small aux- 
iliary building for advertising mate 
rial storage with a total floor space 
of 33,000 square feet. The plant is lo 
cated on U. S. Highway 80 about four 
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blocks west of Webb AFB road and 
visitors who are in the area are in- 
vited to come in and inspect the bot- 
tling facilities. . . The appearance of 
the Vernon business district will be 
enhanced by the erection of a 16,000 
square-foot soft drink plant in the 
near future. Contract for this struc- 
ture have been let by the Vernon Coca- 
Cola Bottling Co. The new building 
will be located at Wilbarger and Tolar 
Streets and is expected to be com- 
pleted by May, 1954 
weather didn’t keep more than 5,000 


Inclement 


people from inspecting the new and 
spacious Texas Coca Cola Company 
plant ... “Finding the time to make 
the call is the only tough part of the 
Community Chest job,” says Sidney 
Levit. Mr. Levit is general manager of 
the Pepsi Cola Bottling Co. at 2201 
Leonard St., Dallas ... President Bar- 
ney Carswell of the Lufkin, Texas 
Kiwanis Club expressed appreciation 
to the Royal Crown Bottling Co., Pepsi 
Cola Bottling Co., Coca Cola Bottling 
Co. and the Lufkin Daily News for 
helping to make the club’s annual Kid’s 
Day held recently a huge success .. . 
James A. Sesman has been promoted 
from assistant plant manager of The 
Canada Dry Ginger Ale, Inc., plant at 
Los Angeles to chief chemist and pro- 
duction manager of its plant in Dal- 
las .. . The new Seven-Up Bottling 
Co. plant in Tyler is now under con- 
struction and should be completed 
shortly. This new $35,000 modern 
plant will occupy approximately 8200 
square feet, and will enable the com- 
pany to triple its production capacity. 


UTAH 

Plans to build a new $40,000 Coca- 
Cola bottling plant in Vernal have been 
shelved until the spring, according to 


local manager Douglas Lawson. 


VIRGINIA 

The PepsiCola Bottling Co. has pur- 
chased the Haislip Baking Co. of Nor- 
ton. The plant structure, the largest 
in Norton was erected in 1948 and is 
constructed of steel walls, ceiling and 
roof with an area of 33,000 square 
feet. Remodeling of this building, ac- 
cording to George Hunnicut, president 
of the Pepsi Cola Bottling Co. will in- 


clude plans to install a syrup prepara- 








Resolve in 1954—to produce 
Better Beverages...At Lower Costs! 















































with these "STAR" performers! 
“LITTLE GIANT" 


* WATER COOLERS 


A full range of instantaneous water coolers from 


90 GPH to 2000 GPH. 


“LITTLE GIANT" 


* SYRUP COOLERS 


For every capacity from 30 GPH to 400 GPH. 





“LITTLE GIANT" SUPERCHARGED 


* KARBONATORS 


From 100 GPH to 2000 GPH. 


* CQ FILTERS 


A "must" to insure quality beverages. Available 
in four popular sizes from the smallest filler to 


a 60-spout. 





and our latest sensation! ... the 


% STER-O-MATIC—Automatic Chocolate Sterilizer! 


First fully automatic sterilizer for bottled chocolate beverages! Handles up to 120 cases p.h., 

synchronizes with present bottling line .. . Important economies in time, breakage and labor. 

Note these features: 

@ Quality control of your product at all @ Lower insurance coverage cost 
times 

®@ Low cost of operation 

® Reduction of manpower 

@ No boftle scuffing—longer bottle life 


@ Elimination of hazardous operations 
@ Improved working conditions 


Write for Prices and Specifications 


KOL-FLO KOOLER CO. 


Kol-Flo Bidg., Bayonne, N. J. FEderal 9-8800 
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FRESH FRUIT taste 





Why be satisfied with anything less? “Sunsation” 
4 ot. concentrate, ready to bottle . 
advertising available. Write .. . 


ESSENTIAL PRODUCTS COMPANY, Inc. 


90 WATER STREET 


RANGE... 


“SUNSATION"” has that unusual 
FRESH FRUIT FLAVOR! 


captures that tangy 
. Crowns, 


Established 1895 





NEW YORK, N. Y. 


Anchorglass 
BEVERAGE BOTTLES 







All Standard Styles 
and Sizes 

in Crystal, Amber 
and Green 


Pp vs 
(75 FRUITY! 


eREG.U.S. 
PAT. OFF 


| WITH APPLIED COLOR LABELS 
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Robert 
Anderson, a route salesman for the 


Dr. Pepper Bottling Co. of Marion, 


tion and bottling room 


left for a four-day all-expenses paid 
trip to Dallas, Texas, headquarters of 
the Dr. Pepper company .. . Owners 
of the Roanoke Dr. Pepper bottling 
plant have purchased the Danville, Vir- 
ginia Dr. Pepper plant. The Danville 
plant is the third Virginia plant 
owned by J. W. Davis and members 
of his family. L. H. Kernodle of Dan- 
ville, sold the Danville plant to the 
Davis interests which now have a 
franchise on Western Virginia from 
Woodstock to North Carolina. 


WASHINGTON 


W. Robert Windmiller has been ap- 
pointed regional manager for Coca 
Cola Bottling, Inc. Mr. Windmiller, 
who has had 17 years’ experience with 
the Coca-Cola Organization previously 
managed the Oakland, California 
branch of Cocoa-Cola Bottling Co. of 
California ... The Naval Supply De- 
pot of Seattle awarded major contracts 
to four Seattle firms for supplies. In- 


cluded in the group were: Coca-Cola 
Sottling, Inc., $71,000 for Coca-Cola; 
Glaser Beverages, Inc., $35,000 for 
Pepsi Cola. Glaser Beverages, Inc., 
recently purchased the buildings and 
nearly a full block of property, for- 
merly occupied and owned by the Sun- 
shine Biscuits, Inc. Paul Glaser, foun- 
der and president of the bottling com- 
pany, said the property will be held 
for future expansion of his firm. 
Glaser holds franchises from some of 


the largest soft-drink companies in the 


WEST VIRGINIA 

The Huntington Coca-Cola Bottling 
Co. held open house in celebration of 
its 5Oth anniversary. All area resi- 
dents were invited to attend the event 
and more than 50 door prizes were 
distributed during the celebration. Mr. 
Julius Broh is president of the com- 
pany and Harry Broh is vice presi- 
at 1841 Greenup Ave., Ashland, was 
from the Pepsi-Cola Bottling Co. plant 
dent . . . The 500-pound safe stolen 
found at Hanging Rock, Ohio, accord- 
ing to Ashland police. Plant Manager 





Harry Taylor said the safe contained 
between $100 and $150 in petty cash, 
and some private papers ... The Pepsi- 
Cola bottling plant at Princeton has 
resumed bottling, according to the 
company announcement. Readers will 
recall that this plant was seriously 
damaged by fire several weeks ago. 
The building is being rebuilt and full 
production will be achieved when all 
of the alterations are completed. 


WISCONSIN 


The Community Chest Drive was 
given a helpful boost in Malkaukee by 





the members of the Coca-Cola Bot- 
tling Co., 424 E. Capitol Dr., when 
a routine sales promotion meeting was 


NEW HIRES NORTHWEST FRANCHISES 


Mr. John Noel, Jr., (seated) of Yakima. 
Washington, has just completed signing 
franchises for that area and also for 
the Hires operation in Pasco and Walla 
Walla, Washington, areas, as well as 
Pendleton, Oregon. 

To L. J. Binet (standing), Hires Dis- 
trict Sales Manager goes much of the 
credit for this important Hires franchise 
consolidation in major markets. Mr. 
Noel, who has been outstandingly suc- 
cessful in beverage merchandising, will 
1954 intensify through efficient distribution 
—— and advertising Hires volume in these 
areas. 


turned into a question and answer ses- 
sion with losers contributing to the 
Red Feather campaign ... Byron Clar- 
son of Rutland Center has started con- 
struction of a new bottling plant. Mr. 
Clarson hopes to have machinery in- 
stalled and in operation by January 


A new $500,000 plant for the Pepsi 














for ALL 


WEST COAST: 
RIALTO BLDG., SAN FRANCISCO, CALIF. 
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CARBONATED BEVERAGES 


PLANTS: LONG ISLAND CITY — LOUISVILLE, KY. 
H. R. LAIST COMPANY 








D. D. WILLIAMSON & CO., Inc. 


5-39 FORTY-SIXTH AVENUE, LONG ISLAND CITY 1, NY 
1901 PAYNE STREET, LOUISVILLE, KY 





MAXIMUM COLORING STRENGTH 
GUARANTEED UNIFORMITY 
EASY TO MIX 





MAY BE EN IN YOUR 


HERE P 
T A FRANCHISE OTERRITORY! 
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WRITE, WIRE 
OR PHONE 
TODAY! 


DAD'S 
ROOT BEER CO. 


2600 W. Talman Ave. 
Chicago 18, ill 
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Cola Bottling Co., is under construc- 
tion at 29th and W. Capitol, Milwau- 
kee. Its 42,000 square feet will more 
than double the working space pro- 
vided in the plant, and will increase 


output six times. 


Coca-Cola Bottling Plant 
Opens in Pakistan 


The first Coca-Cola bottling plant 
in Pakistan was opened in early 
November and was producing 5,000 
bottles an hour. Industries Minister 
Abdul Qayum Khan, who officiated 
at the opening ceremonies, said he 
hoped that more foreigners would 
investing 


interest themselves in 


capital in Pakistan. 


Nesbitt Offers Two 
Novel Displays 


Two new displays have recently 
been released to their bottlers by Nes- 
bitt Fruit Products, Inc. of Los An- 


geles. 


Check Squirt Sales 
folate! 


YOU'LL 
SWITCH TO SQUIRT 
T00! 


Write For Franchise Details Today 
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BOND CROWN anv CORK CO. 





COPYRIGHT 1983. THE SQUIRT COMPANY 


THE SQUIRT COMPANY savory wits, catitornie 





“CUSTOM-BUILT” . . . to meet your needs ! 


Bottle washing problems differ. That's why NIAGARAS 
with over 20 years of specialized 
experience in bottle-washing requirements. . . 
a satisfied NIAGARA customer near you! 


are “custom-made”... 


225-27 FIRST STREET 


© Available in several capacities and sizes. 


Expertly designed and engineered. Can handle any size from 4 oz. 
to 5 gallons. No jets to clog, solution renovator filters water 
every few minutes and discharges contamination. Two com- 
partment; makes its own rinse pressure; saves water. Completely 
welded, no castings, no breakage. , 


NIAGARA BOTTLE WASHER MFG. CO. 


. There's 


TOLEDO 5, OHIO 








Nesbitt’s self contained frame display sim- 
ulates natural wood grain. Easily assem- 
bled, it makes an effective point-of-sale 
display. 





One of these is a self contained 
frame made to look like real oak with 
natural wood grain. The Nesbitt fran- 
chised bottlers receive them flat for 
easy assembly. They simply fold the 
frame into shape and lock the corners 
together with a die cut tab and slot. 
Being already strung with string, the 
hanging problem has been made very 
simple. This display, 19%” x 25%” is 
reproduced in full natural color for 
dramatic effect. 


The second display is a new metal 
sign which has proved very popular. 
This domed disk metal sign is nine 
inches in diameter and brilliantly fin- 
ished in attractive colors. The sign is 
supplied with both heavy string for 
hanging and an easel for counter place- 


ment, 





This metal sign measuring nine inches 
in diameter features brilliant colors for 
real eye-appecl. 





W. T. Grant Co. Executive 


Lauds Hires Snack Bar 

Recently in Philadelphia, P. A. San- 
dow, manager of luncheonettes for the 
W. T. Grant Co., addressed the East- 
ern Sales Meeting of The Charles FE. 
Hires Co., representatives with an in- 
spiring talk on modern large scale mer- 
chandising techniques related to bev- 
erage and food sales as conducted by 
the company. 

Mr. Sandow was particularly ex- 
pressive about the advantages of the 
Hires Snack Bar, based on the experi- 
ence gained from its installation in 
many of his company’s stores. Low in- 
vestment cost, plus volume possibility 
coupled with simplified operation and 
a minimum of labor problems, all 
added up to an excellent merchandis- 
ing package. 

According to Mr. Sandow, the Hires 
Snack Bar has all of the possibilities 
of greatly increasing sales, since this 
unit met all the requirements of in- 
creasing an outlet’s sales volume and 
was a continuous source of great profit 
on a low investment. 














AS LITTLE AS $113.47 PER MONTH 
For a Genuine Burns ONE-MAN Filler 


Let us send you the figures. Low down payment. 


if desired. Write or wire today. 


ONE 
MAN 


BURNS 


Generous trade-in allowance for your old filler, Pay- 


ments spread over 3 years. Reduced winter payments 


The New DeLuxe Streamlined 


FILLER 


Manufactured by 




















Tax Elimination Association's Number 
One’ Project In South Carolina 


SO voevsers at the final sessions of the two-day 
convention of The South Carolina Bottlers of Car- 
bonated Beverages meeting in Greenville, Dec. 2 and 
3, were centered on taxes, sugar prices and other 
fiscal problems of the industry. 

W. H. Glenn, chairman of the sugar committee for 
the national association, declared the “sugar prob- 
lem” in Washington was expected to ease because 
“important men” in the bottling and related indus- 
tries were urging an increase in the Agriculture 
Department’s sugar beet acreage allotments for 
next year. 

He said that if the problems of high sugar prices 
was not solved by action of the Department this 
year, members of the association would be called on 
to ask their congressmen to support legislation to 
meet the problem. 

At an earlier session of the second day’s business, 
a Greenville tax attorney, William E. Jetter, told 
the bottlers he saw little hope for an over-all tax 
reduction on the national level other than the al- 
ready assured elimination of the excess profits tax 
and lowering of individual income taxes. 

George W. Dunlop of the Canada Dry Beverage 
Company of Rock Hill was elected president when 


the organization closed its 29th annual convention. 

Outgoing President Henry S. Pyatt of Greenwood 
was elected vice president for 1954 and T. L. Wilson 
of Charleston was re-elected secretary-treasurer. 

F. L. Lewis, Abbeville; J. R. Anderson, Belton; 
T. BE. Addison, Clinton, and J. M. Coble, Columbia, 
were elected to the executive committee. They suc- 
ceed A. R. Avent, E. H. Carroll, G. Simms McDowell 
Jr., and J. F. Karkalits, whose terms expired. 

Mr. Dunlap, the new president, urged all members 
of the association to support efforts toe get a reduc- 
tion or elimination of the state manufacturers excise 
tax on soft drinks. 

He declared the one-cent “crown” tax is unfair 
to bottlers and consumers since it does not apply to 
other competing products such as candy bars and 
chewing gum. 

Reduction or elimination of the tax is the asso- 
ciation’s “No. 1 project for the new year,” he said. 
“We can win this fight if all of you do your part.” 

Joseph Lapides, treasurer of the American Bot- 
tlers of Carbonated Beverages, in an address urged 
the bottlers to take an active interest in the local, 
state and national associations so as to better handle 
problems of the industry. 

The secretary-treasurer, Mr. Wilson, reported that 
60 of the 92 bottling plants in South Carolina were 
paid-up members of the association during 1953. 
Dues for the year totaled $4,978. 

On the opening day of the convention, the bottlers 


EVERYTHING YOU NEED 
TO CASH IN 


ON 















Look! New point-of-sale aids—window streamers, posters, decals, eye-catching carton, and 
more . . . PLUS power-packed newspaper ads, radio spot announcements, merchandising 
plans, and other tested and effective promotions that keep KIST sales booming the year ‘round! 

Write for details on the KIST FRANCHISE 
CITRUS PRODUCTS CO., 11 E. Hubbard St., Chicago 11, Ill. 
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Atop quality product 
plus 


the most powerful 
promotional campaign 
in KIST history makes 
your selling job easier 
and your 


PROFITS BIGGER 
THAN EVER! 





ELECTED BY SOUTH CAROLINA BOTTLERS 


Shown here following the conclusion of the group’s 29th 
annual convention in Greenville are, left to right, T. L. 
Wilson, Charleston, secretary-treasurer: George W. Dun- 
lap, Rock Hill, president and H. S. Pyatt. Greenwood, 
vice president. 





were welcomed to Greenville by W. L. Miller, Jr., 
Mayor Pro-tem, who presented the symbolic key to 
the city to outgoing President Pyatt. 

The opening business session included introduc- 
tion of bottlers and guests, showing of the film, 
“Bottling Without Bottlenecks”; a report by W. B. 
McDowell of Shelton, chairman of the legislative 
committee, and the appointment of committees. 

New committee members named by Mr. Pyatt 
were—nominating, E. H. Carroll, Rock Hill; Cy 
Sloan, Marion; C. E. Smith, Charleston; auditing 
C. K. Hoover, Anderson; Allan Askins, Gaffney; 
T. S. Hartness, Greenville; resolutions—George 
Dunlap, Rock Hill; Waddy Anderson, Greenville. 

A buffet and social hour closed out the first day’s 
program and a banquet ended the second and con- 
cluding day of the convention, which was attended 
by approximately 100 bottlers. 

Participating in a panel discussion on ‘Industry 
Topics” were Carl Salts of Pepsi-Cola Company, 
New York; M. G. Murray Jr., Nehi Corporation, 
Columbus, Ga.; H. G. Anderson Jr., Coca-Cola Bot- 
tling Company, Aiken, and George Dunlap, Canada 
Dry Bottling Company, Rock Hill. 

Meeting concurrently with the bottlers were mem- 
bers of the Palmetto Boosters Association of South 


Carolina. 


Howard E. Wright Dies 

Howard E. Wright, former District Manager of 
the Armstrong Cork Co. Glass and Clasure Division’s 
New York office, died at his home in Caldwell, N. J. 
on November 7. He was 80 years old. 

Born in Newark, N. J., Mr. Wright joined the com- 
pany as a clerk in 1892 and entered the sales force in 
1895. After 42 years as a salesman, he was promoted 
to District Manager in 1937, a post he held until his 
retirement in 1944. 

Long active in civic affairs, Mr. Wright was mayor 
of Caldwell from 1926 to 1928 and president of the 


city council for several years. 
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Top—Mrs. Margaret Randall (her husband, Ed, is vice- 
president of National Nugrape Co., talks with John Beach, 
representative of Consolidated Cork Corp. Second—Leav.- 
ing the dais after making a scheduled address to the con- 
vention on such topics as product quality, sampling, Dr. 
Pepper President Leonard Green poses with Ed. Crawford, 
company district representative. Third—Bottler R. O. 
Joiner, Royal Crown Bottling Co., Augusta, talks shop with 
J. H. Weekley, Bond Crown & Cork Co. Bottom—In deep 
conversation with George Thorne, Woodstock Mfg. Co. 
(right), is W. P. Mason, Royal Crown Bottling Co., Augusta. 
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Re-election of all top officers highlighted the elections. 


Seated, left to right, are Roddy Gould, secretary-treas- 
urer; President T. B. Buck, Jr.. and Howard Hold, vice- 


president. Standing, three of the Executive Committee 
members: Clyde Newman: J. M. Rhodes and Clarence 
Archer. 





D ery in the topics discussed characterized the 
35th annual convention of the Georgia Bottlers 
Association, Dec. 6-7 at Savannah, which was at- 
tended by over three hundred bottlers and supply- 
men. Miles E. Hess, Chemist for National NuGrape 
Co., Atlanta, told the bottlers about production prob- 
lems and how they could be solved; J. S. Kelley, 
President of W. H. Hutchinson & Son, Inc., Chicago, 
gave his personal ‘Prescription for Living’, an 
inspiring outline of his philosophy of faith in God 
and good-fellowship in man; Joseph Lapides, Treas- 
urer of A.B.C.B. and a Pepsi bottler in Baltimore, 
Md., declared the outlook for the beverage business 
for next year was good. 

Declaring that the opportunities in the soft drink 
industry are unlimited, Leonard M. Green, President 
of Dr. Pepper Co., stressed the need for a plan of 
operations (in the bottling plant) which will pro 
duce a profit. Discussing some of the ramifications 
of his “Make Dollars—-Save Dollars” program, he 
ranged over the topics of sampling, vending, cost- 
paring, advertising, merchandising and_ selling 
“Our greatest responsibility”, he said, “is our han 
dling of human relations, not only with our asso- 
ciates and employees, but with our dealers and our 
customers.” 

The Boosters elected always-smiling Mary Shirley, 
Miller Hydro Co., as president, with W. F. Sloan 
as vice-president and Virgil Houk, secretary-treas- 


urer. Two social affairs-—a pre-convention party and 


the annual banquet— enlivened the after-business 


hours. 


sO 


You have to look sharp to recognize in these two pictures 
Ben Wells, vice-president of the 7-Up Co. At the left, he is 
High Pressure Pete, selling “Baby” Patrick a load of books 
for every purpose except reading; this was his demon- 
stration of how not to sell. At the right, he is Ben the Bever- 
age Salesman, aiming both barrels of his sales talk at 
an imaginary Mr. Nix, the morose and hard-to-sell grocer. 
Mr. Wells not only demonstrated different selling tech- 
niques, but asked his audience to interest more young 
men.in the profession of salesmanship and distributed 
informative booklets on the subject. 
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Elect New Officers At B.C.B.C.B. 
British Columbia’s bottlers of 
carbonated beverages re-elected all 
of their officers for a second term, 
beginning with this year’s annual 
meeting staged at Vancouver. 

Discussion at the meeting cen- 
tered around the topic of the na- 
tional convention of Canadian Bot- 
tlers of Carbonated Beverages 
scheduled for Vancouver on March 
%, 9and 10, 1954. Visitors are urged 
to make early hotel reservations 
since it is expected that more than 
300 executives from various bottling 
plants from all of the ten Canadian 
provinces will attend the conven- 
tion. 

David L. Gray of Seven-Up, Van 
couver Ltd. was re-elected president 
of the British Columbia Bottlers 
association; W. R. Evans, secretary 
of Canada Dry in Vancouver was 
elected = secretary-treasurer, and 
Harold C. Perkins, executive officer 
in the Coca-Cola Vancouver plant, 
continues as vice president. 

Continuing emphasis was placed 
on the program for the complete 
abolition of the special tax on soft 
drinks now in effect. The British 
Columbia bottlers believe that this 
tax is unfair and are actively lead 
ing a battle to repeal this tax. A 
year ago, the Federal Government 
in recognition of some of the in- 
dustry protests, cut the unpopular 
tax in half. 


rage Meter era eee 


H. Bernstein Sends 


Seasons Greetings 


H. Bernstein, Toronto, Canadian 
representative for National Bottlers’ 
Gazette extends the seasons greetings 
to all of his friends in the Canadian 
beverage industry. 
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Plan 1954 Ontario Convention 

A special committee has been organ- 
ized to plan for the 1954 Ontario Con- 
vention which will be held in Hamil- 
ton in January. The theme of this 
convention will be ‘Merchandise and 
Sales Promotion,” according to plans 
developed at the Ontario Association 
Directors meeting held in Toronto. 

President Clare Boorman and Secre- 
tary Danny Kay will be visting bot- 
tlers in various parts of the Province 
shortiy with scheduled trips to Hamil- 
ton, Windsor, Kingston and Barrie 
besides other smaller centers. 


Automatic Vending Machines 

in Canada 

There are some 9,000 automatic 
vending machines in Canada _ today, 
doing a business of $12,000,000 annu- 
ally, an increase of 250 per cent in the 
past two or three years, according to 
a recent survey. Operators now have 
an association to represent and protect 
them, the Canadian Automatic Mer 
chandising Association. 

Distribution of the vending ma 
chines are as follows: cigarettes 2,500 
machines; bottle-soft drinks, 5,000 
machines; candy bars 500 machines 
and coffee machines 250. 

Theatres, it is reported, find soft 
drink dispensers outsell candy coun- 


ters. 


New Officers for Saskatchewan 
Bottlers 

A new slate of officers was elected at 
the 15th annual meeting of the Sas- 
katchewan Bottlers of Carbonated 
Beverages association. 

Elected to the executive for the 1954 
term were J. Blender, Regina, presi- 
dent; E. Coates, North Battleford, vice 
president; H. Waldman, Moose Jaw, 
secretary-treasurer; O. Ennis Sas- 
katoon, T. Lang, Weyburn, E. Bligh, 
Yorkton, B. Dahl, Swift Current, di- 
rectors. T. Lang was elected director 


at-large for the four western provinces 


for the Canadian Bottlers Association. 


Taylor Elected Manitoba Bottlers’ 
Chairman 

Lindsay Taylor was elected chair- 

man of the Manitoba Bottlers of Car- 

bonated Beverages at the organiza- 


tion’s annual meeting in the Royal 
Alexandra Hotel. He succeeds M. D. 
Spivak. 

Other officers named were Sam Boro- 
ditsky, vice chairman, and Henry 
Kreutzer, honorary secretary-trea- 
surer. 

The featured speaker at the banquet 
which closed the meeting was Moray 
Sinclair. Mr. Sinclair dealt with the 
effects that television has had on ad- 
vertising in Manitoba. At the after- 
noon business session held during the 
annual meeting, production, distribu- 
tion and taxation problems facing the 
carbonated beverage industry were 
discussed. Leaders of the industry 
from Ontario and British Columbia 
attended the session. 

A presentation was made on behalf 
of bottlers and supply houses to Walter 
Hamilton, in appreciation of his 30 
years interest in the affairs of the 
industry. 

The Manitoba organization, an affil 
inate of the Canadian Bottlers of Car- 
bonated Beverages, operates as a trade 
section of the Manitoba branch of the 


Canadian Manufacturers’ Association. 


Alberta Bottlers Elect New 
Officers for 1954 

Bottlers of Carbonated Beverages, 
associate members and supply house 
friends from different parts of Can- 
ada, 40 in number, attended the An- 
nual Meeting of Alberta Bottlers of 
Carbonated Beverages, which was held 
at the MacDonald Hotel in Edmonton. 
A. Pearlman, of Calgary, President of 
the Provincial Association, presided. 

New officers elected for the coming 
year included A. Pearlman, Polar 
Aerated Water Works Ltd., Calgary, 
was elected president for 1954. B. E. 
Basso, Crow’s Nest Bottling Works, 
Blairmaore, was elected vice president 
and T. 


surer. Officers elected at the executive 


Ashenhurst, secretary trea- 


committee were J. H. Buchanan, Ed- 
monton; M. A. Shandro, Edmonton; 
B. Margolis, Edmonton; W. Bruce, 
Calgary and B. A. Cook, Lethbridge. 
At the Executive Meeting, it was 
agreed that, for 1954, members would 
be assessed the same as for the pre- 
vious year, plus the amount of the in- 
creased minimum assessment to $30 
making a total budget of $1,120. 





Squirt Bottlers 1953 Sales 
Contest Winners 

Divisional winners as well as 
winners of the three Grand Prizes 
in the Squirt Bottlers’ Annual Na- 
tional Sales Contest are now select- 
ing their prizes—ranging from a 
trip for two to any destination in 
the world, to thousands of dollars 
in merchandise. 

Climaxing the 9-month long con- 
test was the drawing for winners, 
which took place during the Squirt 
Company party during tne A.B.C.B. 
Convention held in November. Com- 
peting in the contest were over 300 
Squirt bottlers from every part of 
the nation. 

First Grand Prize Winner was 
Sam Izzo, of the Squirt Bottling 
Co. of Saginaw, Mich. Mr. Izzo has 
selected the new Ford Victoria 
rather than a world trip. 

Second Grand Prize Winners 
were Pete and Harry Hodde, of the 
Squirt Bottling Co. of Detroit. 
They will receive $750.00 worth of 
merchandise prizes of their own se- 
lection. 

The Third Grand Prize Winners 
were Ray, Marion and Bob Jacobs, 
of the Squirt Bottling Co. of Chi- 
cago. The three bottlers will select 
$500.00 worth of merchandise 


prizes. 


Gwinn Elected Chairman 
of Plans Group 

A. L. Gwinn, vice president of the 
Coca-Cola Bottling Co. of Shreveport 
has been elected chairman of Shreve- 
port’s City Planning Commission. 

Mr. Gwinn, long active as a promi- 
nent business and civic leader, moved 
to Shreveport about 20 years ago, at 
which time he joined the Coca-Cola 
Co. 


Earl W. Estes Dies 

Earl W. Estes, sales engineer rep- 
resenting the George J. Meyer Mfg. 
Co., Milwaukee, passed away while at- 
tending a sales convention of Meyer 
representatives at its main office in 
Cudahy, Wisconsin, on Saturday, 
November 7th. 

Mr. Estes originally made his terri- 
tory in Boston, Mass., covering a large 
section of the Eastern territory. 
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Timely Tax Topics 


(Continued from page 10) 


Accordingly, a contribution of securities under 
the above circumstances would be more profitable 


to the donor than the sale of such securities and 
retention of the proceeds after taxes. Moreover, 
greater savings would be achieved if a contemplated 
short-term capital gain was converted into ‘a 
charitable contribution since the tax thereon would 
generally have exceeded the maximum rate of 26¢ 
imposed on long-term capital gains. 

The above illustration, of course, was not in- 
tended to stimulate charitable contributions for 
purposes of profit. As a practical matter most con- 
tributions will not culminate in a net gain for the 
taxpayer. However, gifts of appreciated securities 
or property will definitely reduce the net cost of 
your contributions to a minimum. 

While on the subject, here’s how stockholders in 
closely held corporations can “kill two birds with 
one stone’. The retention of earnings in profitable 
family corporations always poses the hazard of a 
tax penalty for the unreasonable accumulation of 
surplus. Naturally, the related corporate stock will 
also have increased in value to the extent of undis- 
tributed earnings. Hence, such stock would be ideal 
for purposes of contributions by the stockholder to 
his pet charity. This method would afford the stock- 
holder substantial tax savings without requiring 
any cash outlay in the vear of contribution. Even- 
tually, the donated stock may he redeemed by the 
corporation upon the request of the recipient 
charitable organization or because of some other 
bona fide business purpose. The resultant reduction 
of surplus would, of course, minimize the danger 
of a tax assessment for the unreasonable accumula- 
tion of earnings. By the recommended method, the 
taxpayer can satisfy his charitable instincts with 


maximum tax benefits. 


Conclusion: 


The impact of our tax system is experienced by 
everyone. For confirmation, witness how your em- 
ployees wince at the difference between their gross 
earnings and take-home pay. Similarly, the effective 
earnings of your business is measured by the 
profits after, and not before, taxes. Accordingly, 
tax planning is as important as production and sales 
planning. 

Perhaps, some of the points mentioned herein 
may not be specifically applicable to your affairs. 
Nevertheless, the reader will still be the wiser if 
he remembers that it pays to be taxwise 

From time to time during the coming year specific 
tax and accounting problems as they affect the bot- 
tling industry will be authoritatively presented in 


these columns. 


Now is the time to improve your bottling line 


fii) | CHOOSE FROM THE BEST STOCK OF GUARANTEED USED EQUIPMENT IN THE COUNTRY 
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On Hand for Immediate Delivery 


Dixies, Model C & F. 
Liquid 12 spout Filler 
Cem 20 spout Filler. 
Liquid 32 spout. 

Cemeo 10 spout (2) 
Cem 12 head Mixer (2). 


. Liquid 15 head Mixer. 
. Miller Kendall 8 head Mixer. 
. Liquid Carbonators, 200-300. 


506-800.1000 GPH., 

Cem Saturators, 250-500-1000. 
2000 GPE. 

D&A LB wide — 6 wide. 
Meyer Dumore, 8-12-16 wide. 
Michael Yundt, 2-16 wide. 
1-24 wide. 


. Heil, 8 wide — 12 wide. 
. Mojonnier Bottle Cooler, 


1000 GPH., 


. Mojonnier Cacbocoolers, 


1-275-1500 GPH. 


. GCE. Cooler, «.«. unit. 300 GPH, 


Temprite, 200 GPH. 


19. Filter, sand & carbon — 


up to 84° diameter. 


20. S.S. Tanks and Syrup Filters 


of all sizes. 
Filter Media of all types. 


BUCKNER EQUIPMENT COMPANY 


Liquid Handling Materials and Equipment 
Dept.MB 3024S. Wabash Ave: Chicago 16, Ill. Phone BAnube 


SPACE SAVER! 
The NEW 


Atlas 
VARIETEE 


JUNIOR 
COIN VENDOR 


Vends 5 Flavors 





The one you saw at the Chicago convention: Occupies 
less than 5\% feet of floor space, Five flavors vended from 


same delivery port. Stainless Steel lid! National Re 
jectors, Ine... coin mechanisms and « hangers to meet your 
market... under National's coast-to-coast service plan 


(Same combinations as offered for Atlas VARIETEF 
Senior.) Some models can be set for any and all sales 
prices Easily converted for price changes 


C A PAC | T 60 Six-ounce Bottles in Vending Rack 
80 Six-ounce Bottles in Pre-Cool 
WRITE NOW FOR 
SPECIFICATIONS AND PRICES 


ATLAS METAL WORKS 


VENDOR DIVISION, P.O. Box 5208, DALLAS, TEXAS 


AMERICAN 


63! 


$O. WABASH AVENUE 


6-1344 








PCOMPANY 


CHICAGO 5, ILLINOIS 
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PROMOTIONS ... | 


Kirsch Beverages Selects ''No-Cal Girl" 

After a lengthy search for the girl with the 
“trimmest torso’, Kirsch Beverages, Inc., of Brook- 
lyn, N. Y., finally selected 24-year-old Midge Ware, 
a statuesque actress-model, as its ‘“No-Cal Girl” to 
be featured in the company’s $1,000,000 advertising 





and promotion campaign. 





Within the next month thousands of life-size standee- 
displays will be distributed in the metropolitan New York 
area featuring Midge Ware, the “No-Cal Girl” and a giant 
bottle of the sugar-free, non-fattening carbonated bever- 
age manufactured by Kirsch Beverages, Inc. 





As the “No-Cal Girl’, Miss Ware’s trim physical 
proportions will be highlighted in future newspaper 
advertisement, placards, window displays, promo- 
tion material and television commercials for Kirsch 
Beverages, Inc. 

A panel of judges, consisting of newspapermen, 
advertising and movie executives and Morris Kirsch, 
president of Kirsch Beverages, selected Miss Ware 
for the coveted title from a field of several hundred 


top-flight models and other contestants. 


“Life of the Party" Promotion 
Developed for Squirt Company Bofttlers 
Fresh out of its wrap is a fast-moving new “Life 
of the Party” promotion for Squirt Company bot- 
tlers. This all-inclusive promotion gives bottlers a 


\ * * 
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AN AID TO ALL YEAR SALES PROGRAMS 

The complete “Life of the Party” merchandising promotion 
developed by the Squirt Co. can be used for holiday 
periods which occur throughout the year. This promotional 
package helps increase store traffic and sell Squirt as 
both a soft drink and a mixer. 





merchandising package designed for maximum deal- 
er cooperation. 

The complete “Life of the Party” promotion pack- 
age consists of a Mass Display Stand, Counter Dis- 
play Piece, Fun Book streamers and counter units 
and the Fun Book itself. The Fun Book performs an 
actual service to the customer by providing games, 
recipes and party plans, and is of interest for both 
quizzes, children’s and adult’s parties. 

Of top interest to the dealer is the fact that this 
promotion produces extra store traffic and performs 
a service for the customer—at no extra cost to the 
dealer or to the customer. The dealer’s store display- 
ing the “Life of the Party” promotion will also 
benefit in becoming known as “Party Headquarters” 

Because of the year around sales potential of the 
“Life of the Party” promotion, Squirt Company 
bottlers’ orders already indicate long range planning 
in its use. It is another of the complete merchandis- 
ing promotions which has been created especially for 
Squirt Company bottlers for use in their year ’round 


sales program. 


Top Winners Announced in Clicquot 
Trade, Consumer Contest 


Top winners were announced recently in the na 
tion-wide Clicquot Club limerick contest and in the 
Clicquot Club Dealer display contest which ran con- 
currently during the summer. Prize winners came 
from every corner of the United States, entries from 
coast to coast being represented in the awards 
column. 

Grand prize winner in the consumer contest was 
Mrs. Donna Fennell, Atlantic City, N. J., who re- 
ceived a luxurious 1953 Cadillac convertible for sub 
mitting the best last line completing the Clicquot 
Club limerick. 





Second prize, a new Chevrolet convertible, went 
to Mrs. Jay Wallace Shoots of Cuba, N. Y. In addi- 
tion to these extravagant prizes, Clicquot Club 
awarded 37 other consumer prizes. 

Top award winner in the dealer display contest by 
Clicquot Club was Mr. Charles J. Neun, of Morgan 
& Millard, Inc., Baltimore, Md. He received a 1953 
Chevrolet Convertible. 





CLICQUOT CLUB WINNER GETS CADILLAC 


Mrs. Donna Fennell, Atlantic City, N. J., receives the keys 
to her 1953 Cadillac convertible which she won as top 
prize in the Clicquot Club limerick contest. Making the 
presentation is Daniel D, Kramer, Clicquot Club bottler, 
while other company representatives offer congratulations. 





The contest consisting of completion of an easy 
limerick, was widely advertised across the country 


in large space newspaper advertisements by the 





“CHOK -A- FIZZ” 


CHOCOLATE SODA IN BOTTLES 


The Only Real Chocolate Carbonated Drink — Finest 
Quality — Good Profit Maker — No Special Bottling 
Equipment Needed — Public Accepted — Franchises 
Available. 


for complete information write direct to: 


CHOK-A-FIZZ PRODUCTS CO. 


4508 S. ASHLAND AVENUE CHICAGO 9, ILLINOIS 




















AIMS VITAMIN B, 


What Percentage of the Lemon-Lime 
Business Could Your Organization Get? 
Your Territory May Still Be Open 


B-1 BEVERAGE COMPANY 


2301 Hampton Ave., St. Louis, Mo. 
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New Dodge Trucks Feature 
Increased Horsepower 

New V-8 truck engines, claimed to offer maximum 
operating efficiency, are among the seven power 
plants in the new C-1 Series of Dodge trucks an- 
nounced by William S. Woolsey, sales manager of 
Trucks, Dodge Division, Chrysler Corporation. 





The G-and GA (1!/.-ton) models in the new C-1 Series 
of Dodge trucks are powered by a 120-horsepower engine 
and have gross vehicle weight of 14,500 pounds. 





The new V-&8 engines, power steering, more com- 
which 


improved steering linkage, wider front treads which 


pact tractors permit larger payloads, new 


help increase maneuverability, new frames, in- 
creased driver comfort and visibility, lower loading 


height, better road stability, and completely new 
styling are among more than 75 new 
the C-] 


approximately 98 per cent of all hauling needs with 


features in 
new Dodge trucks. The new trucks meet 
the seven engines ranging from 100 to 172 horse 
power, gross vehicle weights ranging from 4,250 to 
40,000 pounds. 

The long, low swift appearance of the new C-1 
of both 


designed springs, and chassis improvements which 


Series is the result functional design, re- 
have reduced actual truck height as much as three 
inches on some models. This has reduced loading 
height to save labor costs and has brought a new 













low center of gravity with better road stability. 
Introduces 


He lisser 
J its Complete Line 


of SUGAR FREE BEVERAGES 


® Pale Dry Ginger © Black Cherry © Root Beer 






© Cream ® Cola @ Black Raspberry 
Labels ING CrOWNS Svaiiabie sugar free peverade 
Quinine Water Crowns available for 











We also feature the complete Conron line. 
Full line of Soda Water Flavors. Write for Samples & Prices. 
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Light Weight Magnesium 
Conveyor Introduced 


Light weight and portability are two important 
features of the new roller conveyor system an- 
nounced by Magline Inc., of Pinconning, Michigan. 

Fabricated entirely of magnesium, the new Mag- 
liner capacity-rated 
strength and utility with magnesium lightness and 
yreater ease of handling. According to the manu- 
to 40% 
less than comparable equipment of similar size and 


gravity system combines 


facturer, Magliner units weigh from 15°; 


capacity, thereby providing extra facility in manual 
handling. 
The 


throughout, can be installed as a complete system, 


conveyors, of standardized construction 


or supplied in individual sections, with couplers 
to match existing equipment. Portable magnesium 
stands in three height ranges, from 17 in. to 72 in 
above floor level, are also offered. 

Complete information and specifications may be 
obtained from the manufacturer, Magline Ine., Pin- 


conning, Michigan. 





Portability and conveyor job-spotting are important ad- 
vantages in the use of the new Magliner roller conveyor 
system. One man is reported to be able to set-up, dis- 
mantle or relocate the conveyor system. 





“COOLERS 


for efficient WET or DRY operation 
5-Sided refrigeration. 
5-Year Warranty on compressor at no extra cost. 





Saves you $5.00. —~<_=- “} 
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6-CASE BEV-FOOD 
Write fur literature and prices 


* MANUFACTURING CORP. 
| 4428 | E. Kibby St. Limo, Ohio 


lmerica's Largest Manufacturer of Private Brand Ketrigerators 
"Trademark Reg. U.S. Pat. OF 





24-CASE BEV-MASTER 6-CASE BEV-COOLER 
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NEW PACKAGING FOR BOTTLE CAP PREMIUMS 


When you give it away, make it look like a million dollars 
is the idea behind Towntop’s latest method of packaging 
their all-plastic bottle cap premiums. The manufacturer, 
Towns Quality Products, East Orange, N. J., offers three 
styles of packaging for these premiums: Either two or 
ihree Towntops in a pack, heat sealed with clear plastic, 
or they may be heat sealed between two sheets of clear 
plastic. 





Frank B. Lomax Co. Acquired by 
Groen Mfg. Co. 

The 
facturers of stainless steel steam-jacketed kettles, 


Groen Manufacturing Co., Chicago, manu- 


has announced the acquisition of the Frank B. 
Lomax Co., Inc., producers of beverage processing 
equipment since 1877. The new company will be 


operated under the Lomax name as a division of 
the Groen Company. 

The objectives under the consolidation involve 
improvement of engineering facilities for the Lomax 
equipment line, development of broader sales cover- 


age; and provision of improved services to the trade 





P & R Bottling Equipment 


Rugged . . . Economical . . . Reasonably Priced 





Deluxe Water Cooling Unit @ Soaker Loader 
@ Standard Water Cooling Unit @ Conveyor Inspection Light 
@ Unscrambling Table @ Manual Inspection Light 
@ Carton Packing Machines @ Activated Carbon Purifier 
@ High Speed Beverage Mixer @ Sand Filter 
@ Standard Beverage Mixer @ Syrup Cooler 
@ Water Conditioning Unit @ Salvage Pump 

@ Stainless Steel Tanks 
EACH PRODUCT IS BACKED BY 26 YEARS’ 
EXPERIENCE IN SERVING BOTTLERS 

write NOW | POTTER & RAYFIELD, Inc. 
FOR DETAILS | po, BOX 1042, ATLANTA |, GA. 
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BOTTLERS VISIT LADEWIG PLANT 


The features of this 24-wide Ladewig Bottle Washer 
attracted the interest of these beverage men who came 
from Chicago to attend the open house held during the 
convention week at the Archie Ladewig Company’s plant 
in Waukesha, Wisconsin. 





New Yale Booklet Illustrates Hand 
and Electric Hoisting Equipment 

Titled “There’s a Yale Hoist for Every Lifting 
Job,” the 12-page booklet published by the Yale 
Materials Handling Division of The Yale & Towne 
Mfg. Co., 
suitable equipment for the “big” job, the “special- 


Philadelphia 15, Pa., illustrates the most 


ized” job, the “occasional” job and “every” job 
Other illustrations in this interesting and informa- 
tive booklet show how Yale hoists save time, money 
and manpower in various industries, 

Differential, screw year and spur geared hand 
hoists are compared for relative efficiency and initial 
costs. A check chart shows at a glance which Yale 
hoist features are incorporated in four types of 
electric hoists. 

Also shown in the booklet 1567 are typical appli- 
cations for the Yale “Pul-Lift,” a versatile tool 
which can be used for either pulling or lifting jobs. 
It is available with capacities ranging from %% to 


15 tons. 


START BOTTLING 


popular sure profit, “9 
year ‘round beverage 


N 
KAYO.: .the leader ' 
in Chocolate Drinks for 
over 25 years 


CHOCOLATE PRODUCTS CO. 


415 WEST SCOTT STREET, CHICAGO 10, ILLINOIS 


Spielman Co. Opens New York 
Sales Office 

To assist bottlers in the carbonated beverage 
industry with the creation of new designs for labels, 
decals and point-of-sale displays, The Spielman 
Company, Inc. of Philadelphia, designers and pro 
ducers of labels for over 25 years, has opened a 
New York Sales and Art Office at 7 West 44th 
Street. 

Carl Parker will be in charge of sales of the 
Eastern Division, which includes the territory of 
New York, New Jersey and all New England states. 


Lucky Club Co. Plans Expansion 
Domestic And Foreign Sales 

Expansion of sales operations in the United 
States and foreign countries is currently planned 
by The Lucky Club Co. of St. Louis, Mo., manu- 
facturer of Lucky Club Cola and “Holiday” bever- 
ages, 

New bottlers have been added in the midwest 
for both lines according to an announcement made 
by the company. 

In the foreign field, the company has announced 
the appointment of Hugo Groening as South Amer- 





HUGO GROENING 





ican District Manager, in charge of Lucky Club 
operations in Central and South America, with 


headquarters in Caracas, Venezuela. 


WITH 


QuiKold 


BEVERAGE 


COOLERS 
| STANDARD OF QUALITY FOR 
OVER 26 YEARS ! 


ICE AND ELECTRIC—MODELS 
TYPES AND SIZES FOR EVERY NEED! 


S.& S. PRODUCTS, INC. « Lima, Ohio 











NEW TILT-CAB LINE BY DIAMOND T 


The new Diamond T Tilt-Cab requires no special mechan- 
ism or power unit for tilting. The basic design of the Tilt- 
Cab provides that the controls are not affected when the 
cab is lifted. Other features include greater load capacity. 
easy engine accessibility and improved driver comfort 
because of foam rubber seats. 





Mr. Groening has long been identified with the 
bottling industry and has had years of experience 
in actual bottling operations as general manager 
of the Compania de Industrias Tropical in San 
Cristobal, Venezuela. 


New Automatic Valve for 
Water Treatment Systems 

The Automatic Pump & Softener Corp., Rock- 
ford, IIl., 
multi-port valve for automatic regeneration cycle 


has started production of a new 2-inch 


control of commercial and industrial water soft- 
ener, filter and ion-exchanger systems. 

During the past three years of field testing, this 
valve has been proved, according to the manufac- 
turer, to lower maintenance costs, provide longer 
life for treatment media and permit automatic 
operation of the entire regeneration cycle during 
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MATHIESON DRY IcE 





Get this quality Dry Ice from one of the following 
reliable, speedy-service Mathieson Warehouses: 


Atlanta, Ga Memphis, Te 
Boltimore, Md Siasediie, taun 
Birmingham, Ala Naw Drisene: le 
Chorlotte, N.C Now Viwk.4.¥ 
Chattanooga, Tenn Norfolk re} 
Greensboro, N. C Philadelphia, Pa 


Jacksonville, Fla 


Knoxville, Tenn 


W ashington, D. C 


MATHIESON CHEMICAL CORPORATION 
Mathieson Industrial Chemicals Division 
MATHIESON SS Serer 
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LIGHT WEIGHT WHEEL AND ROLLER CONVEYORS 





Rust resistance, rugged construction and light weight are 
offered in this new portable gravity conveyor section 
fabricated by The E. W. Buschman Co. The aluminum 
sections are claimed to be about half the weight of steel 
ones of the same design. 


The conveyors mate perfectly with existing steel conveyors 
and are reinforced with extra wide end plates and strong 
tubular cross braces. The new conveyor sections are avail- 
able in standard 5 to 10-foot straight sections and three 
widths, 12, 15, 18 inches wide overall. 





off-work hours. Even two or more systems can be 
automatically coordinated to provide a constant 
supply of treated water for round-the-clock oper- 
ations. 

The valve design provides porting changes 
through an electrical timer incorporating four ad- 
justable cams which correspond to the backwash, 
brine-injection, rinse and service flow positions. 
Each 90 degree rotation provides a different port- 
ing arrangement to handle all four cycles of re- 


generation. 


National Aniline Expands 
Atlanta Sales Offices 

To accelerate technical and sales service to cus- 
tomers in the Southeast, National Aniline Division, 


Allied Chemical & Dye Corporation now occupies 
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quarters in a new building at 1216 Spring Street, 
N.W., Atlanta, Georgia. John Boykin, previously 
Resident Representative in Atlanta, has been named 
Branch Manager. 


National’s new sales-service facilities at Atlanta 
include a full-staffed Application Laboratory. Local 
warehouse stocks are also maintained to speed up 
deliveries to the Southeastern and South-Central 
states. With this expansion National Aniline now 
serves the South through a network of seven offices 
at Richmond, Greensboro, Charlotte, Columbus, Ga., 
Atlanta, Chattanooga and New Orleans. 





DOUBLE TELESCOPIC MAST 








The latest Towmotor development, a durable telescopic 
mast enables one truck to be used for both high-stacking 
or working in low head-room areas. Mast combinations 
provide total lift heights from 144 inches to 216 inches. 
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TRADE MARK REG. Opener 

STATIONARY 

BOTTLE 
OPENERS 


Eliminate loss of 
bottles and contents. 
Prevent danger to 
the public. 

Have long life. 


Brown Manufacturing Co., Inc. 
NEWPORT NEWS, VA. 
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NEW RETENTIVE FILTER 






























Available in highly polished stainless steel, Lucite and 
stainless steel or all Lucite construction, the new Ertel 
filter is a valuable addition to any plant for filtration of 
liquids. 

Manufactured by The Ertel Engineering Corp., Kingston, 
N. Y., this unit is built primarily for pyrogen and bacterial 
retentive work and provides for double filtration. Descrip- 
tive literature may be obtained from the company. 





PREVIEW OF 1954 SQUIRT CALENDARS 
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In an unusual departure from previous Squirt Company 
calendars, six full color pages, each featuring a beautiful 
painting of a really glamorous girl, are used in the 1954 
calendars. All of the life-like illustrations were prepared 


by the noted Fritz Willis. 














ALT usmon 


5 STAR Half Lime and Lemon has that 
fruity zip and tang that pleases and re 
fresnes every customer. Make this test 

write for generous free sample and you'll 
\ discover b 5 STAR Half Lime and Lemon 
can mean more profits for you! 
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BOTTLERS SUPPLY CO. 


3359 St. Clair Ave., Cleveland 14, O. 
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Lo-Cal Sales Hit New Peak 


Lo-Cal Beverages are now being bottled and dis- 
tributed in 20 states, according to a recent company 
announcement. 

The company has also announced the appointment 
of I. Barach as representative for Illinois and sur- 
rounding territories. 

Additional information concerning the availability 
of Lo-Cal franchises in specific territories may be 
obtained by writing directly to Lo-Cal Sales Co., 
371 East 160th St., New York. 


Canadian Corporation Formed 
by Magline Inc. 


The formation of a Canadian corporation to 
manufacture and distribute its principal products 
Canada, has been an- 


within the Dominion of 


nounced by Magline Inc. 

The company, to be known as Magline of Canada, 
Ltd., will headquarter at Renfrew, Ontario, and 
will produce the full line of Magliner magnesium 
products. These include magnesium hand trucks, 
loading ramps, barrel skids, platform trucks and 
conveyors. In addition, the newly-created firm will 
offer complete facilities and service for magnesium 
fabrication and the manufacture of specialized mag- 
nesium handling equipment. 





THE ONE AND ONLY... 





,,, ROOT BEER 


C] 
Thar Mother used Ss 


The only drink of its kind with 
a successful selling record for over a 
decade! “MA’'S OLD FASHION 
ROOT BEER" tops them all—in taste, 


in profits, in year-round popularity! 
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You can bottle "MA'S OLD 
FASHION ROOT BEER" in the size 


you prefer for your market. 








Write for details. 


"The Kind That Mother Used To Make" 


OLD FASHION, INC. 


163 S. State Street Wilkes-Barre, Pa. 


New Bond Crown Headquarters 


This modern office building, under construction 
in Wilmington, Del., will be leased by Continental 
Can Co. as headquarters for the Bond Crown and 
Cork Division. It will serve as head office for the 
ond plants in Wilmington, Pittsburgh, Milwaukee, 
New Orleans and Los Angeles and for the district 
sales offices in Wilmington, Milwaukee, New Orleans, 
New York, Cincinnati and San Francisco. The one- 
story building has aproximately 15,000 square feet 
of office space on the main floor and is provided with 
fireproof, underground parking facilities. The struc- 
ture will be completed in mid-1954. 


International to Sell Fageoli Van Trucks 


The motor truck division of International Har- 
vester Co. has contracted with Twin Coach Co. to 
provide the sales outlet for the entire production 
of Fageol Van trucks, it was announced by W. C. 
Schumacher, vice president. 

The Fageol Vans will be sold by the more than 
5,000 International truck dealers and branches in 
the United States. Sales and service will be handled 
exclusively by international Harvester Co. and its 
motor truck dealers with the Twin Coach Co. rep- 
resentatives providing liasion between factory and 


International truck district offices. 


Data On Aluminum Gravity Conveyor 


Speedways Conveyors, Inc. have announced the 
availability of a full-information bulletin on the 
New Speedways Aluminum Gravity Conveyor. The 
bulletin is complete with photographs and detailed 
specifications of all standard Speedways Aluminum 
Conveyor models. Information for installation of 


the new conveyor is also included. Designed for 
easier, quicker handling, the Speedways Aluminum 
Conveyors are reportedly from 33143°, lighter than 
all steel types, to 66°.°% lighter, when aluminum 
skate wheels are specified. Because of light weight, 
sections of this new unit can be easily lifted to 
overhead storage racks when not in use. 

The bulletin on this new conveyor may be obtained 
by writing 105 Speedways Building, 202-208 Rhode 


Island St., Buffalo 13, N. Y. 











Fowler 


Dependable Equipment 
THAT QUICKLY PAYS FOR ITSELF 


The low initial cost of Fowler bottling equipment plus long years of 
dependable service add up to savings that are more than equal to 
the purchase price of these appliances. 


@ Case Painting Machine @ Cooler Paint Remover 

@ Case Printing Machine @ Crown Hopper Control 
@ Case hebendinn Machine @ Syrup Pump 

@ Bung Puller @ Empty Gas Drum Signai 


Write Today for Full Information on These Appliances 


BOTTLERS APPLIANCE CO., Inc. 


675 Pulaski Street Athens, Georgia 
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THEALL & PILE, INC. 








Write for samples and information on these two 
outstanding flavors. 


GRAPE DEW COMPANY 
1515 William-Oliver Bldg. Atlanta, Ga. 











| MUNDET CROWNS 
for 
THE CROWNING PERFORMANCE 


MUNDET CORK CORPORATION 


7101 Tonnelle Ave. 
North Bergen, N. J. 

















For over 30 years...FAMOUS FOR 


GINGER ALE 


MONTE CRISTO ---- THESCO 


— wo favorites with bottlers who want the best! 
A Fuli Line Of Distinctive Quality Flavors 


297 Pearl Street 
New York City 38, N.Y. 
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INCREASE BEVC¢CO 
SALES with COOLERS 


AMERICA’S FINEST, most Complete Line 
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THEY GIVE YOU 


Here's modern, speedy, 
dry cooling at its best, for 


all beverages provided by 


the BEVCO field - tested 
Blower Coil refrigeration 
system that’s trouble-free 
and dependable. The 5 
year warranty guarantees 


perfect service. Water 
equipment, dividers, cast- YEAR AFTER 
ers, stainless interiors 

exteriors, available in YEAR! 

all models 


SEND FOR CATALOG A-1 


the BEVCO Company, Inc. 


3316-28 S. BROADWAY «© ST. LOUIS 18, MO. 








Use Berghausen’s 


CARAMEL COLORING 


It’s Safe 


CARAMELS FOR ALL PURPOSES 
Colas . Root Beer - Other Beverages 


™°E BERGHAUSEN CHEMICAL co. 


Ce ee ee ee ee ee 
CINCINNATI 32 ¢ OHIO 
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Clark Equipment Company 


John J. Shand, Southeastern Regional Sales Man 
ager of the Clark Equipment Company, has moved 
his headquarters from Norfolk, Va., to 161 Spring 
Street Building, Atlanta, Ga., according to an an- 
nouncement by Walter E. Schirmer, vice president 
of Clark 


Stone to Fill Sales Manager Position 


Robert L. Stone has been appointed national sales 
manager of the fountain division of the Dr. Pepper 
Company, W. W. Clements, vice president and gen 
eral sales manager made known recently. 

Mr. Stone, who was formerly sales promotion 
manager, joined the soft drink firm in 1950. He 
started out in the company’s merchandising depart 
ment. Mr. Stone succeeds Hoyt O. Kesler, who re 


signed recently. 


Diversey Names New Manager of 
North Central Division 


James R. McBrien, assistant division manayer of 
The Diversey Corporation’s Eastern Division since 
1949, has been named manager of the North Central 
division. The promotion was announced by B. B 
Button, general sales manager. 

McBrien joined Diversey in 1936 spending four 
vears as a field representative in the East. His im 
pressive record earned him promotions to district 
manager in 1940 and assistant division manager In 
1949, Eastern division. His new position will take 
him to Minneapolis-North Central division head 


quarters 


Canada Dry Names Van Anglen Jr., 
To New Post 


W. S. Brown, vice president and director of ad 
vertising for Canada Dry Ginger Ale, Inc., has an 
nounced the appointment of C. B. Van Anglen Jr., 
formerly assistant general sales manayer of com 
pany owned carbonated be verayge operations, to the 
newly created position of merchandise manager for 
the entire company. He will be in charge of a new 
segment of the advertising department, directing 
merchandising and market research, packaging and 
new product promotion 

Mr. Van Anglen has served in numerous capacities 
during his eighteen years with Canada Dry, both in 
the field and at the home office. Among his previous 
posts were those of office manager, transportation 
manager, division manayer and Middle-Atlantic 


reyion Manayer 
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For more than 20 years a reliable 
source of supply for precision- 
made... handsomely 
lithographed We eke 
CROWNS for the manufacture 
bottling industry. Screw caps 


from 18mm 


to 89mm. 

CORK & CLOSURES, INC. 

1155 Manhattan Ave., Brooklyn 22, N. Y. 
EVergreen 9-4416 
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IS YOUR BEST SALESMAN ! 
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Be sure it performs these important 
functions for you:— 


ATTRACT THE SHOPPER 
IDENTIFY YOUR BRAND 
INDICATE THE FLAVOR 


CREATE A FAVORABLE 
SALES IMPRESSION 


GAMSE — beverage 
label specialists—wil 
be glad to make up 
specimen sketches — 


or show you exam 
ples of successful 


selling labels. 
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Lithographing Co., Inc. 


BALTIMORE 2, MARYLAND 































E. LOMBARD ST. 
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Dr. Wrenshall Named Associate 
Technical Director at Chas. Pfizer 

The appointment of Dr. C. L. Wrenshall as asso- 
ciate director of the Technical Service Department 


of Chas. Pfizer & Co., Inc., has been announced by 


E. J. Goett, director of the sales department of the 


Brooklyn firm. George F. Sharrard has been named 
to fill Dr. Wrenshall’s former position as admin 
istrative assistant to Mr. Goett. 


Alvey Conveyor Has New 
Sales Manager 


The appointment of Calvin A. Burton to the posi- 


tion of general sales manager for Alvey Conveyor 


Mfg. Co., St. Louis, has been announced by John 
M. Alvey, president, effective January 1, 1954. 





CALVIN A. BURTON 





Mr. Burton has been associated with the con- 
veyor industry for 30 years in engineering, sales 
and other executive capacities. His appointment 
brings to Alvey a rich background of material 
handling experience and knowledge. 

In his new capacity, Mr. Burton will be located 


in the Alvey home office, St. Louis 24, Missouri. 


DR. SWETT’S ROOT BEER CO. 


1015 So. Washington St. PEORIA, ILt. 








BIRELEY’S LEE OTZEN 


PEPSI-COLA’S R. H. BRAUN THATCHER'S R. W. GARRETT 


DAD’S TOBIN C. CARLIN 





Garrett Joins Thatcher Glass Mfg. Co. 
Robert W. 


Garrett and Company, has joined the Thatcher Glass 
Mfg. Co., Inc., Elmira, N. Y. 

Mr. Garrett, a graduate of Virginia Military 
Institute, will move to Elmira to join the company 


Garrett, formerly vice president of 


at the home office. 


Bireley's Announces a 
New District Manager 

The Bireley’s Division, General Foods Corp. re- 
cently announced the appointment of Lee Otzen as 
Midwest District Manager. He will work out of the 
Bireley’s Chicago office. 

Mr. Otzen was formerly manager of a large West 
Coast bottling operation and has been in the bever- 


ave business since 1940. 


Dad's Appoints National Sales Director 


Barney Berns, executive vice president of Dad’s 
Root Beer Co., Chicago 18, Illinois, has announced 
the appointment of Tobin C. Carlin as director of 
national sales for the company. 

Mr. Carlin formerly was an account supervisor 
of Ross Roy, Inc., 
of food account planning. 


Chicago, where he was in charge 


OF BOTTLING weil | 


Bottle it—taste it—test it and you will discover why MarBert 
is a great Cola. Send dollar to: MarBert Products, Inc., 
19 E. Lombard St., Baltimore 2, Md. 


(Offer is good in U. S. and Canada only.) Syrup is available for testing 


only, MarBert is regularly sold as concentrate 


You Can’t Buy a Befter Concentrate Than 


VCD ee kn: 





Pepsi-Cola Selects 
New Market Manager 


Robert H. Braun has been appointed to the posi- 
tion of market manager in the sales promotion de- 
partment of the Pepsi-Cola Co., it was announced 
by D. Mitchell Cox, vice president in charge of 
Pepsi-Cola’s sales promotion. 

Mr. Braun was formerly 
Thomas J. Lipton Co. as advertising brand manager 


associated with the 


with Lipton Frostee dessert mixes. 

From 1946 to 1950, Mr. Braun was with the 
Biow Advertising Agency. In 1949 he became as- 
sistant account executive on the Pepsi-Cola account. 
He graduated from Bucknell University and attend- 
ed New York University Graduate School of Busi- 


ness Administration. 


Oakite Products, Inc. 


Following a recent meeting of the board of direc- 
tors of Oakite Products, Inc., manufacturers of in- 
dustrial cleaning and allied materials, three changes 
in the management organization were announced. 

J. Basch, former Philadelphia division manager 
and veteran of 28 years service with the company, 
was appointed manager of research and product de- 
velopment. He will be in charge of the company’s 
expanding technical research program, and will 


supervise the field testing of new and experimental 
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GREEN RIVER CORPORATION 


1926 W. 18th Street Chicago, Ill. 
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New Flooring Material 
Resists Constant Moisture 


A new floor resurfacing material which is 
said to stand up under constant moisture is 
announced by The Monroe Company, Inc., Cleve- 
land. 

Called RUBBER ROCK for its ‘‘tough as 
rubber and hard as rock” qualities, the new 
product is ideal for bottling plants. The manu- 
facturer states that RUBBER ROCK is unaffected 
by sugar, water, steam, soaps and detergents and 
resists oil, grease, solvents, alkalis and mild acids. 
It is non-skid wet or dry, and forms a hard yet 
resilient surface which permits easy hand truck- 
ing yet does not crack or crumble under the 
heaviest of loads. 

One of the revolutionary features of the new 
product is its ease of application. According 
to the manufacturer, RUBBER ROCK can be 
applied over any clean surface without roughen- 
ing or chipping the base. It bonds tightly to wood, 
concrete, brick, mastic, metal or glazed tile floors, 
and feather edges as thin as required. It is also 
fireproof. 

Available in red, brown, green and natural 
(light gray), RUBBER ROCK dries to an attrac- 
tive, smooth finish. 

Write for information to The Monroe Com- 
pany, Inc. 10703 Quebec Avenue, Cleveland 6, 
Ohio. 

(Adve rtisement) 











there’s an AMERICAN PARTITION 


TO PACK FASTER, SAFER 


Ss Speed casing, cut 
labor costs, minimize }».” 
breakage with Amer- he 

ican pre-assembled, fF 

interlocking partitions. J 

Volume production 

when you want if. 
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PARTITION CORPORATION 


3043 N. 30TH ST. @ UPTOWN 3-5100 @ MILWAUKEE 10, WIS 
5 Plants and 3 Sales Offices to Serve You Promptly! 
PLANTS 


WESTERN: P.O. Box 312 (15th and O Sts.), Merced, Calif. 
HOME OFFICE (3 Plants): ‘Milwaukee 10, Wis. 
EASTERN: Bound Brook, N. J., Bound Brook 9-3100 
SALES OFFICES 
MIDWESTERN: 767-73 Milwaukee Ave., Chicago 22, Ill. 
SAN FRANCISCO: 2400 Buchanan St., Jordon 7-8224 
LOS ANGELES: 9118 Sunset Blvd., Bradshaw 2-7534, 2-7489 
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materials. A member of the company’s board of 
directors since 1948, he has also been elected a mem- 
ber of its executive committee. At the same meeting, 
E. H. Steif, general attorney of the company and 
member of the Oakite organization since 1948, was 
appointed assistant secretary and elected to the 
board of directors. Another appointment announced 
was that of W. A. Baltzell, former southern division 
manager and with the company since 1941, as assist- 
ant sales manager. He will assist the general sales 
manager of the company’s industrial division in 


connection with sales management functions. 


Warner-Jenkinson Mfg. Co. 


Warner - Jenkinson Manufacturing Company, 
manufacturers of Red Seal extracts, vanillas and 
certified colors, have reported the appointment of 
new representatives to augment their present field 
staff : 

Newell S. Knight, Jr., will cover the St. Louis 
trade; D. K. Wright will handle the Missouri trade 
from his Kansas City headquarters; Francis R. 
Bolin, with headquarters in Seattle, will cover the 
west coast; and Jack Harris will handle the States 
of Alabama, Georgia and Florida from Atlanta. 

William McGrath, with headquarters in Boston, 
will assume the territory of Ed Richards who has 
retired after 41 years with Warner-Jenkinson., 


Liquid Carbonic Corp. 

At a recent meeting of the Board of Directors of 
The Liquid Carbonic Corporation, Chicago, H. C. 
Mathey and Bicknell Lockhart were elected vice 
presidents of the Company. 

Mr. Mathey, who joined the Company in 1926, 
will, in this new position, be General Manager of 
the Pacific Division, as well as President of the 
Stuart Oxygen Division. Mr. Mathey will continue 
his headquarters at Los Angeles. 

Mr. Lockhart joined the Company in 1952 as man 
agement engineer and has recently been in charge 
of the Durable Goods Manufacturing Plant in Chi 
cago. As Vice President, he will be in charge of 
all the durable goods manufacturing activities in 


Chicago. 


Polak & Schwarz 


Charles de Vries, Treasurer of Polak & Schwarz, 
Inc., reached his twenty-fifth anniversary with the 
firm on September 14th. Mr. de Vries started as sales 
representative of Polak & Schwarz, Zaandam, Hol 
land, for Central and South America. During the 
war he took charge of the entire South American 
operation and since 1947 he has been Treasurer and 
a Director of Polak & Schwarz, New York. A party 
to celebrate the occasion was given in Mr. de Vries’ 
honor in the New York office of the company 


When you judge 
Brushes by 
PERFORMANCE, you, 
foo, will choose 


GPHAEFER BRUSHES 


— MILWAUKEE — 





BOTTLE BRUSHES 


You need fewer washer 





shutdowns when Schaefer bottle 
brushes are on the job. They're 


designed by experts who know 


Schaefer 5-Gallon Bottle Brush - bow to build brushes that last 


Typical of many special Schaefer 

designs, this brush simplifies large- longer under hard use -—— and 
bottle cleaning. Morsture proof, : 

acid-proof, wear-resistant, made ‘ H 

of White ‘Nylon or Beck. Noles do a more thorough cleaning 
Mixture, with 34” diameter brush, 
30” overall. 

Find out how YOU can save 
brush-dollars with Schaefer Per Uri “ate ices 
Dae ee Designed Bathe Baas, Write for Catalog and prices 
Prove their superiority in your 
plant now, 


job for you. Prove this yourself. 


BUY SCHAEFER | SCHAEFER BRUSH 
... IT’S SAFER |MFG. COMPANY 


117 W. Walker Street © Milwaukee 4, Wisconsin 


DESIGNERS OF BOTTLING PLANT BRUSHES SINCE 1910 








Circumstances alter rases .. 


."” Beverage cases 
are no exception. Their size, shape and construc- 
tion features are determined by the physical charac- 


teristics of individual bottles. 


“Custom-made” beverage cases are correctly 


designed to suit your needs, thus reducing break- 


age to a minimum. 






THE GREEN COMPANY nc 


265 Post Road Darien, Connecticut 
(Plant. Bellows Falls, Vt. 











(MISSOURI CONVENTION—From Page 3) 


prices based on increased cost. Such a rise should 
be stabilized to eliminate confusion in the minds 
of consumers and retailers. 

Second, Mr. 
organize a positive program to sell the worthwhile- 


Stanley called on the industry to 


sé 


ness of soft drinks as refreshment.” This can best 
be done, he said, by keeping them in the food group. 
This does not mean opposition to low-calories bever- 
ages as such, he emphasized, but it does mean that 
such beverages should be kept separate in stores and 
plainly marked. Thus, he said, the consumer would 
not become confused about “beverages that have 
proved personal benefits from those that have not” 
because the “consumer should always have refresh- 


ment in mind when he buys soft drinks.” 








& 


FIRST RHODE ISLAND STATE COTT MEETING 


The Cott sales organization from all parts of Rhode Island 
assembled at the Pawtucket Country Club for a statewide 
meeting to discuss Cott distribution problems. (Left to 
right) Walter A. Bonvie, advertising manager of Cott Bev- 
erage Corporation, New Haven, Conn.; Thomas F. Reilly. 
general manager of Cott Bottling Co. of Rhode Island; 
Michael Chisholm, New England franchise sales man- 
ager: John J. Cott, vice president and general manager; 
Barney Cott, franchise director—all of Cott Beverage 
Corp. 





“This washer has fulfilled our 
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expectations in every way!” 
says C,. W. BOORMAN 


Boorman's Beverages Ltd. 
Peterborough, Ontario 


THE LADEWIG 
BOTTLE WASHER 


For newest literature on this 
modern washer write to 


ARCHIE LADEWIG CO. 


Cc. W. BOORMAN Waukesha, Wisconsin, U.S.A. 


In this connection, Mr. Stanley added his third 
point. Bottlers should drop “cut-throat” tactics, he 
said, and “‘work together in finding the good that 
” Such a 
positive approach would allow them to stop fighting 


can be said about sugar-bearing products. 


each other and “fight the real competition—tea, 
coffee, 
syrups.” 


fruit juices and beverage powders and 
The future of the industry, he concluded, 
ake it into their 


is bright, provided the bottlers “t 


own hands.” 

In a third major speech, Edward Wagner, member 
3ottlers of 
Wag- 
ner’s Sons of Cincinnati, discussed the functions of 


of the national board of the American 


Carbonated Beverages and president of W. T. 


Trade associations, 


father, 


the modern trade association. 
he said, are no longer purely protective. 
they are instruments for creative action and supply 
the best means for the industry to explain its view- 
point and purposes. 

The national association, for instance, Mr. Wagner 
said, is currently supporting research in several 
university laboratories on problems of interest not 
only to bottlers but to the general public. One project 
is an investigation of the effects of carbonation on 
the human system; another involves the process of 
tooth decay. 

Protection is still an important function of trade 
associations, Mr. Wagner said, as when an industry 
is threatened by adverse legislation. But equally 
important are creative, educational programs such 
as that now being conducted by the national asso- 
ciation, which is taking steps to’explain the sorft- 
drink industry to teachers, nutritionists, and home 
economists largely by means of advertisements in 
journals read by these groups. The advertisements 
point out that soft drinks are an extra source of 
energy in a balanced diet because they contain 
sugar, and that they are also important as a source 
of refreshment, although they cannot substitute for 
milk or other foods. 

In the elections that concluded the meeting, H. H. 
Peterson of Flat River 
and C. W. Owen of Poplar Bluff (Coca- 


(Pepsi-Cola) was elected 


president, 


Fim 


ae ‘Since 1 1913 





Cola) was elected vice president. H. H. Testerman 
of Kansas City (Coca-Cola) was elected to the board, 
replacing E. M. Neville, of Kansas City, who re- 
Other board members, all re-elected for 
three-year terms, are: Paul McGinnes, Kansas City; 
J. Harold Johnson, Memphis; Paul van Pool, Joplin; 
Harry S. Miller, Springfield; O. Lee Munger, Jeffer- 
son City; P. F. Whitcraft, St. Louis; A. F. Oberbeck, 
St. Louis; Leo Rubenstein, Kansas City; G. A. 
Reynolds, Springfield; and H. W. Smith, Columbia. 

One hundred fifteen bottlers and 103 supply men 
session at the Sheraton 


signed. 


attended the three-day 


Hotel, St. Louis. 








AN ENTHUSIASTIC CONSUMER 


With the accent on lighter foods and lighter beverages, 
the non-fattening sugar free beverage “Trim” gets a big 
play with members of the cast of the St. Louis Municipal 
Opera Company. Here Phyllis Cline, one of the prominent 
singers in the opera company shows how easy it is to 
keep the smart fashion figure by drinking B-1 Beverage 
Company's new soft drink. 

















REEN BOX C0. 


Manufacturers of WOODEN BOXES 
OF EVERY DESCRIPTION 


TIOGA AND MEMPHIS STREETS 
PHILADELPHIA 384.PA 
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SPECIAL 
ANNOUNCEMENTS 


CLASSIFIED 


ADVERTISING 














BOTTLERS TRADING POST 


RATES AND GENERAL 
INFORMATION 





e For sale, Exchange and Wanted 
Advertisements are available at the 
following rates: 25 words, $1.50 each 
insertion; 6c for each additional word. 
Address or box number is not included 
in word count. A number, or group of 
numbers is considered as one word. 


e Orders for classified advertising 
must be accompanied by payment. 


SPECIAL!?! 





@ Those advertisements which do not 
comply with the established headings, 
or which advertise new products or 
services are not acceptable. The Edi- 
tors reserve the right to change or 
reject any advertisement submitted 
for these columns. 


20 wide 5 comp. Meyer Washer, 1947, 
in excellent condition. Bargain priced 
for quick sale. Inspection invited. 





YEAR END 
BOTTLE CLOSE OUTS! 
5M cases 6 oz. NUTRI COLA bottles 


e In answering advertisements, please 
take notice that letters must be sent 
to the box number, initials, name or 


address given by advertisers. 








1M gross 8 oz. plain bottles, flint and 


emerald green. @ Please Note!—The N. B. G. assumes 


no responsibility for condition or de- 
scription of items listed in this section. 
All information is furnished by the 
advertisers. 


10,000 cases 7'2 oz. attractive ACL 
sodas. 











AIDMON 


BOTTLE & SUPPLY CO., INC. 


FOR SALE 


Business Opportunities, Bottling Establishments 


Bottling plant, S. Wisconsin, 1.10 


FOR SALE 




















7615 Third Ave., Brooklyn 9, N. | | to 1.40 territory: twin 1utomatic Dixies, and con 
BEachview 8-3450 | ee cis ccuntes aineeens Genae Peer ie 
eset e year lease « building; this is a br 
| t Fa for further siveieeticn write ; BOX 
i SoS 10.-2 
: We Will Buy (And Sell) At Any Point TRE SALE —Seves Up slant tor sale, located 
Any Quantity of Emptied 10-Gallon Grapette, ye eg ty i Be gg nag cb en yt llhigee 
Double-Cola, and Pepsi-Cola Metal Cans; icrifice on account of going into service; will 
and Also Wooden Kegs, Barrels and Steel | = #'ve full information and price to reliable partic 
Drums. | write-—BOX T. L. No. 844.—11.-2 
BUCKEYE COOPERAGE CO. sade Vanek: cokadas ok Date ke Rimes 
3803 Orange Ave. Cleveland 15, Ohio | >: ler, Western filter; w nor oe Cone ( 
} cern or machiner eparate 40) 747, Wha 
| Texa 2 
Chas. JACOBOWITZ Corp. FOR SALE : ( ! = tract m in uri 
VAM LILMSM ISIC MEM MMU LISTS ee milhon. CL. BOX S70 124 : 
FOR SALE. « ; plat 
¢ ldest t i t rit \I Wdesy 


WE ARE READY TO BUY | | i: ii." i ttn 
good every lay lin | 
LATE MODEL EQUIPMENT! 


If you have surplus equipment: bottle washers 
fillers, labelers—give us complete details, includ 
ing age, general condition and asking price. We 
are prepared to inspect and pay cash immediately 
Also remember if you have any equipment 
requirements, we wil be interested in talking 
trade deals We have the largest stock of 











FOR SALE 


1 Machinery, Apparatus, Materials, Bottles, Boxes 








good, late model equipment available in this FOR SALE.—9 Coca-t ; tensitovat 4 ec 998 
country. e capacity, excellent condition, CA dimension 
CANNING EQUIPMENT HEADQUARTERS — We t 114 and 120 inche me bodies almost new 
have available for immediate delivery can fillers ; er converting es patiet eT 
rinsers, weighers, packers, etc rs : a al B14 8016 White t v 
é 40 4 ¢ P fr 

S(WM) f 10.000 miles; several Chevri et, De ge 

. G.M.( C.0.E. 1947 and ’48 model 
Seruing American Industry for over FO Years CARR-WHITE TRUCK CO., INC., 809 Virgini 

: ; st I e 18, A 8-4 





December, 1953 





CLASSIFIED 


. ADVERTISING 





FOR SALE.—One Star Liquid DeLuxe 250 
JACOB ADAMO 


g.p.h. carbonator almost new.—. 
INC., 81-88 Prospect St., Stapleton, N. Y 10,-2 


FOR SALE.—5,..00 wooden cases for 6/half 
gal. bottles for sale, make an offer; write BOX 
Tr. B., No. 834 10.-2 


FOR SALE.—Cem 38H filler and = crowner; 
Cem 500 gal. saturator; Cem 12 head mixer; water 
cooler complete with York refrigeration; all in 
good condition; in daily operation; avalable in 
Feb. 1915.—PEPSI-COLA BOTTLING CO., Ma 
rion, S. C 11.-3 

> 

FOR SALE.—In Middle West, bottling ma 
chinery and equipment for small plant; owners 
going out of busines start your plant where 


you want it—BOX T. U. No. 853.—11.-2 


FOR SALE The following Coca-Cola truck 
rack bodies will be available during the fall and 
winter of 1953-54; 9-276 case 102” CA-3yr.; 8-276 
case 102” CA-2yr.; 12-280 case 108” CA-3yr.; 
15-280 case 108” CA-2yr.; 1-264 case 108” CA-8yr. ; 
11-210 case 108” CA-5Syr.; 13-210 case 117” CA 
6yr.; for further information and pictures, write 
CRAWFORD JOHNSON & CO., INC. P. O. 


> 


Box 2613, Birmingham, Ala 10.-3 

FOR SALE.—3 model P42748 electric transport 
trucks made by Automati rransportation Co. ; 
be seen at, COTT BEVERAGE CORP., 197 
New Haven, Conn.—10,-2 


can 
Chatham St., 


FOR SALE.—One Meyer Dumore 20-wide six 
ompartment washer, equipped with new automat 
feed, up and automatic discharge and thermostatic 
controls on all compartments; chain pockets and 
tanks in fine condition; built in 1940; also, part 
to put this washer in perfect condition, such as 
new funnel box, hold-down clamps, main drive 
gears, side arms for clamps, gear and funnel box 
and two shives and shafts; size—35’ 6” long; 
0'7” wide; 91” high; one right hand and one left 


hand Ermold, model 90-41, automatic multiple 
labeler, serial No. F-479021 and F-479022, 10-wide, 
equipped with Reeves drive peed 36 r.p.m.; fully 
equipped to handle body, neck and foil labels with 
idditional baskets for square labels; these labeler 
were bought in 1948 and used for only one year; 
ye can dise dump table; one Hansen can rinser; 
ill of the above equipment equipped with 440 volts 
ind three phase motors REGAL AMBER 
BREWING CO., 8250—20th St., San Francisco 
Calif 10.-2 


FOR SALE.—2 Nash Hytor air ompressors, 
> fs d ‘ 


tanks 2 liameter, 3 ft long; motors 3 hp., 8450 
| 220 olt, 3 phase, 60 cycle; air is water 
filtered; ideal for beverage purpose these units 
can be inspected at the COTT BEVERAGI 
CORP., 197 Chatham St., New Haven, Cont 
11.-3 

FOR SALE. 32-spout Liquid low-pressure 


siruper and filler with Jumbo CCS automatic 
crowner; &- wide Liquid Super Kleen washer; 500 
gph Liquid Life Time carbonator; World rotary 
automatic labeler; 36” rotary accumulating table; 
2 100-gal. stainless steel tanks; 10 dise Star Liq 
uid irup filter would like to sell all, but any 
reasonable offer for all or part will not be refused 
r., BOX 740.—12.-tf 


FOR SALE Nine used Mills 400-C cup ma 
ine old in lot onl FOR our warehouse ut 
crated name ul ci vrit COCA-COLA 
BOTTLING WKS 27 Church St Na Ihe 
Pens 12. -t.f 
FOR SALE In 4 d condition, 28-spout Cer 
tiller S- wide hLcompartment Mever washer nh 
Liquid Muixe ill plit bottle ivailable 
mmediate it even-ly Bottling ( Your 
towt Odi replaced | larver € lipment add 
riguirie t BEVERAGI MANAGEM I 
INC., 960 E. Sth Ave Columbus 3, Ohio 12.-2 


FOR SALE. Star Model No. 22 activated « 


and quartz) water filter and Sta 4 « 
filter pre chrome plated pecriect ondition 
ENDORSED PRODUCTS, IN¢ oY K. vont 
New Y SB, NN: ¥ AL, 4.0805 12.-1 
FOR SALE. & ttl e, 4 compartment 
pint Meyer Du ' ottle cleaner now te 
Mar ittractivel rice ' ediate de ‘ 
BOX 3 l I). SOV 12.-1 
FOR SALE ha ft ‘ ‘ re 14 
nable; PEPSI-COLA BOTTLING CO., 1215-17 
M treet, Scranton, Pa.-12,-1 





Inventory Clearance! 


An unusual opportunity for "terri- 
fic values" in equipment. Write us 
about your requirements! 


IRSTENBERG 


BOTTLERS’ EQUIPMENT CO.INC. 
301-307 Powell St., Brooklyn 12, New York 














SCHOOL 





WILL SELL YOUR BEVERAGES! 


SHARP & co. Inc., 3201 OAK GROVE ~ DALLAS 4, TEXAS 











SALES — SERVICE 
REPRESENTATIVE 


To hendle automatic bottle vending 
machine in New York, New Jersey and 
Pennsylvania areas. Must be familiar with 
the beverage industry and have a knowl- 
edge of vending problems. Excellent oppor- 
tunity for the right man. All replies held 
strictly confidential. 


APPLY BOX #1712 
Care of National Bottlers' Gazette 
9 East 35th St., N. Y. C. 16, N. Y. 











BOTTLE SPECIALS !! ! 


8,000 Ctns. 24/7 oz. new Fi. stippled, one-way. 
500 gr, Fl. 7 oz. sodas, one brand, 8’s"" hf. 
150 gr. 7 oz. Em. Gr. ACL ‘'Cheer Up"’. 

700 gr. Amber 9 oz. lettered ''Red Top'', beer 
shape, 9'/2"' ht. 
150 gr. Fi. 10 oz. new, plain sodas, 9'/s"" ht. 
200 gr. Em. Gr. 10 oz. plain sodas, 9'/s"" ht. 
40,000 Ctns. 24/12 oz. new Fi., one-way bottles. 


1. BASKOWITZ BOTTLE CO., INC. 


1301 GRAND STREET BROOKLYN 11, N. Y. 





BRING YOUR BOXES 
BACK ALIVE! 

Reinforce your old and weak beverage 
cases with galvanized Rolled-Edge Box Strap- 
ping, %" wide; in rolls from 60 to 80 pounds. 
Order today! 

S. ERVIN DIEHL, JR. 
1300 N. Front St. Philadelphia 22, Pa. 
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Rebuilt 
and 
Guaranteed 


Wire... 


or Phone... 


BOTTLING 
EQUIPMENT... 


Write... 


RA-9-3173 


BOTTLERS SERVICE CORPORATION 
43-77 Vernon Bivd., Long Island City 1, N. Y. 


CLASSIFIED 


ADVERTISING 


Two complete bottling lines con 
following ; complete 40-spout 
bottling line for washing and filling splits to quart 
bottles, consisting of; 
12-wide washer, serial #2545; 
ling table 6 months new 


Liquid carbonator ; 


12-wide washer, 


; S-head crowner, serial #787; 
16-head high speed mixer ; 


ington air compres ; Bell & Gossett 10 hp 
sand gravel; Minchar; 
8; all this equipment 
ow being used and can be seen in operation 3 





MANHATTAN 
CROWN CORP., 3820 South Michigan 





B, excellent con 


washer, good condition ; 
diate delivery; write or 'phone 


} FIRSTEN BERG 
BOTTLERS’ EQUIPMENT CO., A 
y 





612 No. Orleans Street 


First in FLAVOR! 
A-1 COLA BASE CONCENTRATE 
"The Cola of Superior Flavor” 


write for free samples to 


CLOISTER LABORATORIES, INC. 





$6 O00 complete 


Chicago 10, Ill. 








28 Wasson Street 


FOR SALE 
20M 10 oz. Partitions 


WANTED 


12 oz. Spur Bottles in cases 


BISON BOTTLE CO., INC. 


A BOTTLING CO 


or and accumulating 


Buffalo 10, N. Y. 











HELP WANTED 


Foremen Helpers, Practical Bottlers, 





BETTER REPAIRS WITH THIS 
BEVERAGE CASE NAIL! 

1/2" LONG—12 GAUGE WIRE 
OVAL HEAD—BARRED BODY from head 
to center. 
CEMENT COATED (Cement coating adds to 
holding power in both new and old wood 
and provides additional protection against 
corrosion.) 
WILL NOT BREAK IF BENT 
PACKED IN 100 POUND KEGS. Or, 25 and 
50 pound cartons. 
Write for sample and prices. 


S. ERVIN DIEHL, JR. 


1300 N. FRONT ST. PHILA. 22, PA. 





WANTED.—Field 


drink sales experience, 
» 


HELP WANTED. 


uperior line of specialty flavors for bottlers and 


an aggressive salesman; 


mechanical ability required; plant in Chicago; 


CLASSIFIED 
ADVERTISING 





HELP WANTED. — A reliable manufacturer 
selling nationally to tie bottlers and beverage 
manufacturers, for many years, is desirous of add- 
ing a few men in on A tm and productive open 
territories; these men should know the industry 
and possibly have another line which they are now 
selling to this trade; if you are in a position to 
extensively cover your territory with an outstanding 
line—already established and well known, here is 
an unusual opportunity to substantially increase 
your earnings; write fully, stating experience, 
lines handled and territory covered; all replies con- 
fidential—Q. I..— Box 63.—6-tf 








WORK WANTED 


Situations — Salesmen, Bottlers, Foremen, Helpers 

POSITION WANTED.—Production manager; 
thorough knowledge Cem filler, have maintained 
and operated Meyer-Yundt-Miller-Liquid soaker; 
ible to mix syrup; operate water treating equip 
ment, make product quality control tests; sober, 


reliable, write BOX T. M. No. 845 11.-2 


POSITION WANTED. Sale manager full 


experience iles training, route supervision, sale 
promotion; college graduate ige 2Y BOX N 
{ |. SOS [3 

POSITION WANTED.—-Former franchise rej 
resentative seek connection with bottling plant a 
Manage ” iit manager quaihed ind expe 
enced ; can give the e! best references; BOX N 
U. H. 866.—12.-2 

POSITION WANTED. ‘Cer ‘ r sales man 
wer 12 eat experience n iles, production 
plant designing, franchising; residing in south but 
vill locate r travel anywhere 11 
juirs { M BOX S71 12.-] 








WANTED TO BUY 


Bottling Outfits, Bottles, Boxes, Machinery, Materials 


WANTED TO BUY 1,000, 2,000 and 38,000 
gallon stainless steel tank PEPSI-COLA BOT 
rLING CQO., Rocky Mount, N. ¢ 9.-3 


WANTED TO BUY.—High pressure COz con 
vertors, cap. from 150 Ibs. to 1,000 Ibs write 
CARBONIC SALES COMPANY, 1010 Rosine 


; 


St., Houston 19, Texas 11.-3 


WANTED TO BUY.—Cem 20 or 28 filler f 
splits, pints and quarts; may consider entire unit 
vill pay cash; READING BOTTLING WORKS 


Reading, Pa 11.-2 


WANTED TO BUY.—Complete, operating bot 
tling business in New York or Llassachusett 
write fully regarding your present franchises, vol 
ume and equipment; BOX U.C. 861.—11.-1 

WANTED TO BUY.—Good modern equipment 
f all types; highest cash prices; FIRSTENBERG 
BOTTLERS’ EQUIPMENT CO 303 Powell 
Street, Brooklyn, N. Y 11.-.1 


WANTED TO BUY.—One World semi-aut 
A tabelis ; 


atic hand -fec la machine for labeling 


quart PILOT ALE r ORP Weldon N. ¢ 
12.1 
WANTED TO BUY Going bottling busine 
Eastern state write full detail BOX N { I 
SOT 12.-1 


WANTED Wanted bottling plant nationally 
known franchise or independent line minimun 
OMbLIMM) cases innually; all replie confidential 


BOX No, | F. 864 12.-1 
WANTED TO BUY.-—One pint iker, 12 
le, Sora 


wi compartments; give serial number an 
late purchased new and state « t 


ondition, price at 
make in first letter CORSICANA DR. PEPPER 


BOTTLING CO., 419 N Beaton St., ¢ can 


lexa 12.-1 


WANTED TO BUY Bottling plant, natior 
illy-known franchise or independent line; minimur 
sale OOO case annually all replies cor ler 


tial ( I Box S64 12.-1 








BOTTLE SPECIALS! 


20,000 cases Plain flint 12 ounce cap. Miller Hi Life 

shape bottles. 10'/2 ounce weight and packed 
24 to a paper fibre board carton. 

4,000 cases Plain flint 12 ounce cap. export beer 
shape bottles. 12 ounce weight packed 24 to 
@ paper fibre board carton. 

15,000 cases plain amber 7 ounce cap. steinie shape 
botties. 10 ounce weight packed 24 to a paper 
fibre board carton. 

1,250 gr. 6'/2 ounce emerald green beverage bottles 
small initial on neck packed in paper crate 
service cartons. 


The above bottles are priced very reasonable. 
Samples on request. 


SIGNER BOTTLE SUPPLY COMPANY 
Wilstach & Dalton Ave., Cincinnati 14, Ohio 








FOR SALE 


2500 Cases 7 oz. Half Depth 24's 

10,000 Cases 12 oz. Export Shel!s 

100,000 Paper Partitions for 12 oz. 

200 Gross 12 oz. ACL Tall Sodas 

Many Other Style Bottles and Cases to offer. 
Contact us before you buy. 


* * * 


We will buy any quantity Surplus Bottles, 
Boxes, Partitions. 


PENN BOTTLE & SUPPLY COMPANY 


5619 Cherry Street Phila. 39, Penna. 








ALWAYS BUYING 


Soda Water Tanks— Block Tin Tubing — 
Syphon Tops. Get Our Prices First! 


RELIANCE LEAD SOLDER & BABBITT CO., INC. 


399 Genesee St. Buffalo 4, N. Y. 








WE BUY—SELL 
BOTTLES ... CASES 


Any type .... large & small Quantities. "An 
exchange can be arranged"— contact 
STATE BOTTLE COMPANY 


2722 E. 53st St. Cleveland 4, Ohio 
HEnderson 1-7177 








FOR SALE 


OSLUND automatic Duplex Rotary labeler, 
unused since it was rebuilt in 1948. Feeds 
right to left. Now set up for body label on 
12 oz. bottles. 


ERMOLD 6-wide Automatic Labelers (3), set 
up for 12 oz. beer bottles. Priced for immedi- 
ate sale. 
PERRY EQUIPMENT CORP. 
1419 N. 6th Street, Phila. 22, Pa. 





National Bottlers’ Gazette 








THE LAST WORD 
keke keke ee 


Estimates of this year’s business won’t be 
made until early next year, although A.B.C.B., at 
it’s Chicago meeting, talked of a five percent in- 
crease in sales, based on preliminary surveys. Our 
own checks indicate a slightly higher gain—-about 
7%—-across the board. The various surveys, when 
they do appear, will probably also show that the 
6 and 7 oz. class will show smaller gains than the 
larger split sizes and quarts. Generally, however, 
business in the soft drink industry this year was 
good, as reflected by both the bottlers’ and the 
franchise companies’ operations and _ financial 
statements. The two chief contributing factors 
were higher prices (on the average) than in 1952, 
and larger volume as a result of good weather 
and more extensive advertising and merchandis- 
ing. The volume was also swelled about 5 million 
cases from the increased sale of “dietetic” bever 
uges, plus a wider use of automatic vending ma 
chines. 

Our forecasts for 1954—look for the progress 
to continue, prices to rise, deposits to increase in 


many communities. 


Manufacturers of consumer products are 
caught in the grip of a retailing revolution that 
is plowing under the store clerk, according to the 
package designers. They point out that the sales- 
fate of these products is irrevocably tied to their 
appearance; the impact they make will determine 
the extent of the “impulsive” interest they arouse. 
They say that in this era of the food supermarket 

and department, drug and appliance stores are 
following suit—the clerk is a mere change-maker 


and a product has to be its own salesman. 


Soft drink packages have nothing to be 
ashamed of, as this industry has long been aware 
of the potency of color and package design in 
catching the attention of the quickly-shopping 
consumer. But there is always room for improve- 
ment, and always the need for it as competition 
sharpens. Suggest the designers:—-make the 
package flashier; give it more color; make it look 
bigger; make it more convenient to handle; give 
it sales allure; increase the number of units in 
au package. 

Have you looked at the “dress” of your products 


lately ”? 





For Full Fruit Flavor... ALWAYS 





® Get the same full, fruity flavor every time in 
beverages, candy, jams. jellies or sherbets with 
Pfizer Citric Acid U.S.P. Anhydrous. 
Youll always get uniform results in acidity 
with this outstanding acidulant. Here’s why. 
Pfizer Citrie Acid Anhydrous contains no water 
* of crystallization, Consequently, it cannot dry 
out. even after long months of storage. It does 
not cake under proper storage conditions nor 
does it absorb water from the atmosphere. 





This regular consistency means you can be 
assured of the same tang every time. Let’s Talk 
Citric! Contact... 


Ry CHAS. PFIZER & CO., INC. 


630 Flushing Ave., Brooklyn 6, N. Y, 
Branch Offices: Chicago, IIl.; San Francisco, Calif.; Vernon, Calif.; Atlanta, Ga. 


2 wy MAKE PFIZER YOUR REGULAR SOURCE OF SODIUM BENZOATE 


* Now carries 


the LSP. designation 








Manufacturing Chemists for Over 100 Years 
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